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Rough Proofs 


Thanksgiving will be celebrated 
November 21 this year, instead of 
the traditional last Thursday, Presi- 


dent Roosevelt has revealed. It’s a 
little too early, of course, to do any- 
thing about the traditional first 
Tuesday. 

a ak 


Those who are getting in the habit 
of looking for Thanksgiving a week 
earlier than formerly should re- 
member that before this becomes a 
new tradition, it too may be sub- 
ject to change. 


- wo 


Fortune features the rise of S. De- 
Witt Clough from advertising man- 
ager to president of Abbott Labora- 
tories. It’s too bad Horatio Alger is 
no longer around. 
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Canada Dry has arranged to dis- 
tribute Old Ripy bourbon, and may 
want to revive a once popular be- 
fore-prohibition slogan which said 
something about “a logical combina- 
tion.” 

vgy¥s 


Gillette featured baseball stars in 
its advertising copy as far back as 
1910, but even then admirers of the 
Flying Dutchman would not have 
recognized him under the signature 
of John H. Wagner. 
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“See Advertisers Drawn Directly 
into Music Fight.”—Headline in Ap- 
VERTISING AGE. 

Money talks, and now it will have 
a chance to learn how to sing. 
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The Department of Commerce has 
started a campaign 
barriers, it is reported, but the story 
doesn’t say just what action is con- 
templated against the FTC. 
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Since all those testimonials for 
toilet tissue offered by babies have 
been appearing, Rough Proofs has 
been making a consumer test with 
the result all in favor of Kleenex. 


ee 


The TNEC has taken a crack at 
life insurance selling methods, on 
the ground that agents high-pres- 
sure reluctant prospects into signing 
on the dotted line. Why doesn’t 
some realistic member of the com- 
mittee do a little field work with 
a rate book and an _ application 
blank? 

v,vry 


Those preview parties the auto- 
mobile makers throw for the press 
are well attended, in spite of the 
fact that no rep is willing to settle 
for a high-ball instead of a schedule. 


7, ! 


Alfred P. Sloan, Jr., tells in his 
S.E.P. memoirs how business was 
done in the early days of Detroit 
around the bar of the most popular 
el. Nothing like that ever hap- 


pens now, of course. 


7 ¥ 
Talk is cheap and getting cheaper, 
ou have been watching develop- 
ments in the price war among the 
eading producers and advertisers 
ft phonograph records. 
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oming down the pennant stretch, 
a nice lead rapidly slipping 


y and the Yanks breathing over 
our shoulder, is certainly one time 
hen a Feller needs a friend. 

Copy Cus. 


against trade | 


| campaign 


| Willkie 


Meat Industry's 


7 Million Drive 
to Open Sept. 2/ 


Medical Testimony to 
Feature Campaign for 
First Quarter 


Chicago, Sept. 5.—The $2,000,000 


|advertising campaign of the Insti- 


tute of American Meat Packers, 
designed to reawaken the public to 
“the indispensable place of meat in 
the diet,” will go into action Sept. 
27 with a color spread in Life and 
will be followed immediately there- 
after by copy in 15 other magazines 
and 150 newspapers. While radio 
'does not figure in the first-quarter 
schedule, it will be used thereafter, 
the extent depending upon the role 
it is destined to play in the indi- 
vidual advertising of packers who 
are contributing to the huge war 
chest. The campaign is designed as 
a long-range effort and will con- 
‘tinue indefinitely, the $2,000,000 
representing the annual investment. 
The slogan will be, “Eat meat—it 
helps you keep fit.” 


Based on Roper Survey 


The fall advertising is designed 
to show the public the fallacy of 
|some of the current thinking about 
meat and to convince it that meat 
on the table three times a day is 
not too much. It is based on facts 
uncovered by Elmo Roper, whose 
entire organization is scouring the 
country in an effort to unearth rea- 
sons behind startling sectional pref- 
}erences which have long been 
known to the industry. Roper would 
like to know, for instance, why lamb 
is so popular on the Eastern sea- 
board, while a large part of the 
remainder of the country refuses to 

(Continued on Page 31) 


Rankin to Place 
Radio Campaign 
for Democrats 


| New York, Sept. 5.—William H. 
Rankin Company has been ap- 
pointed to place radio advertising 
purchased during the presidential 
by the Democratic Na- 
tional Committee. Earlier time pur- 
chases by the party have’ been 
|made direct. 

M. M. Fisher Associates of Chi- 
cago has also been appointed to di- 
rect a special spot campaign in the 
Midwest Recordings of the “We 
the Farmer” broadcast, featuring 
vice-presidential candidate Henry 
A. Wallace, are being used. 

The Republican National Com- 
mittee has selected no agency, and 
has reported that none will be 
named Many agency men, ardent 
supporters, have volun- 
their services to the GOP, 
and it is felt that hiring an agency 
is unnecessary. 
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"MEAT ON THE TABLE" IS THE THEME 


~ Meat 


by EDGAR A. GUEST 


1 sing this glorious land of ours, 
Its motor cars and shows, 

Tes lathe gardens, gay with flowers, 
Its phones and radtos 

Here your ambitions boy may be 
Our President if he's able, 

But what spells U.S. A. to me 
Is “meat upon the table!” 


Spread being run by the Institute of American Meat Packers in the 


on the table 


A great mdusiry is moving into action 


Me vr, in all its strength and pride, ts coming out to tell its 
story 


The Meat Packers of America are going direct to the People 
of America L anted they stand behind one great idea 
“Meat on the Table” more often 


Keginning this fall, America is going to see a lot about meat, 
hear a lot about meat, read a lot about meat —and America 
is gomng to cat more meat! 


| 


business 


press as part of its new $2,000,000 national promotion campaign. 


FTC Battles ‘Misleading’ Trademarks 


on Avoiding FIC 
lre in Soap Copy 


"Cleans Skin Surface 
Temporarily" Is Fairly 
Safe Claim 


New York, Sept. 5.—Taboos that 
should be observed in the prepara- 
tion of advertising copy for toilet 
soaps were enumerated here today 
by the National Better Business 
Bureau following a review of Fed- 
eral Trade Commission rulings on 
the subject and consultation with 
trade sources and independent ex- 
perts. The list will be published 
as part of a supplement to “A Guide 
to National Advertising.” 

Among the pitfalls cited are ter- 
minology dealing with types of 
soaps, “medicated” claims, mislead- 
ing trade names, cleansing claims, 
references to improvement of the 


skin, skin diseases and soap as a 


(Continued on Page 33) 


BBB Gives Advice Court Modifies 


FIC Order fo 
Amend Trademark 


Commission's Attack 
on New Flank Stirs 
Forebodings 


Chicago, Sept. 5. Whether the 
Federal Trade Commission is pre- 
paring to issue a blanket challenge 
of the legitimacy of some of the 
country’s oldest and most valuable 
trademarks became a live question 
today following acceptance, to a 
limited extent, by the United States 
Circuit Court of Appeals here of the 
FTC's theory that “Olivilo” may be 
misleading to the public 

Olivilo has been in use as a trade- 
mark for soap since 1899, according 
to Mida’s Trade Mark Bureau, Chi- 
cago. It was registered as such in 
1925 Attorneys told ADVERTISING 
AGE that the last effort of the FTC 
to amendment of a_ trade- 


(Continued on Page 34) 


secure 


Last Minute News Flashes 


Chicago, Sept. 6 
Register, each with 
have combined to sell 
field. C. D. Bertolet & Co 
for many years, will represent 
line rate will be $2.25 per 
more lines 


agate 


Catholic Papers Combine to Offer Million Circulation 


Our Sunday Visitor, Huntington, Ind., and The 
a present circulation of slightly less than 500,000, 
1,000,000 guaranteed 


circulation in the Catholic 


, Chicago, representative of Our Sunday Visitor 
the 
line, 


combination nationally 


scaling down to $2 for 


The open 
3,000 o1 


“True Story” Advances Blish to Advertising Director 


New York, Sept. 6—Asa R 


Blish, 


for the past five years Eastern 


advertising manager of True Story, has been appointed advertising direc- 


tor to succeed Carroll E 
organization since 1931, Mr 
he came to New York in 1935. He 


Hearst publications 


Rheinstrom A 


member of the Macfadden 


Blish was Western manager of Liberty before 
has 


also served with the Curtis and 


Du Pont to Introduce High Price Anti-Freeze 


Wilmington, Del., Sept. 6.—A 
will compete with 


running mate to Zerone, will be introduced in mid-October 


Pont de Nemours & Co 
with the $1 Zerone in 
through Batten, Barton, 


Priced 
newspapel 


high 
National Carbon Company's 


at $2.65 
$s, magazines 
Durstine & Osborn 


price anti-freeze, Zerex, which 
Prestone and serve as 

by E. I. du 

a gallon, Zerex will be coupled 


and outdoor advertising 


National Refining Company Appoints Ellis 


Cleveland, Sept. 6.—National 


Refining Company today announced 
appointment of Sherman K. Ellis & Co., New York, as its agency. The 
company markets White Rose gasoline and Enarco motor oils in the 
Middle West 
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2 on : ig 


Charles 


Differential 
ls Reduced by 
Evening Papers 


But Local-National Rate 
Spread Is Greater Gen- 
erally, Says ANA 


New York, Sept. 6.—While the 
average newspaper differential be- 
tween national and local rates has 
expanded since 1938, evening papers 
have reversed the trend, a survey 
released today by the Association of 
National Advertisers revealed. Eve- 
ning dailies have cut the differential 
1.1 per cent, according to the study, 
which is based on rates of 494 news- 
papers in cities of 50,000 and up. 

In discussing the advertiser's 
viewpoint of the differential, the 
ANA told of “the changing order of 
distribution and the rapid growth of 
private brands.” The latter, it said, 
can purchase space “at a much 
lower and discriminatory rate” in 
competition with national brands. 


Average Spreads Shown 


Average spreads between national 
and local rates were shown as fol- 
lows: 42.4 per cent on the 5,000-line 
rate; 47.6 per cent on the 10,000-line 
rate; 52.7 per cent on 20,000 lines; 
60.5 per cent on 50,000 lines. 

Comparable differentials shown in 
the 19838 study were: 5,000 lies, 
40.11 per cent; 10,000 lines, 46.2 per 


, cent; 20,000 lines, 51.36 per cent; 


50,000 lines, 60.2 per cent. 

The 52-page analysis gives a de- 
tailed breakdown of loca) and na- 
tional rates in the 494 newspapers, 
and draws the conclusion that more 
national rates than local rates have 
been increased and more local than 
national rates have been decreased. 
J. O. Carson, H. J. Heinz Company, 
is chairman of the ANA newspaper 
committee. 


Woodrard List 
of Rural Papers 
Merged with APA 


New York, Sept. 5.—The 2,000 
country and suburban newspapers 
which have been represented in the 
national field by Woodyard Asso- 
ciates for the past two and a half 
years have been added to the list 
of 5,063 publications already repre- 
sented by the American Press As- 
sociation. The consolidation was 
announced today when Edward C 
Woodyard joined the American 
Press Association staff 


Lost Over $100,000 


During the course of his venture, 


Mr. Woodyard said, losses were in- 
curred totaling over $100,000. In 
explaining his new association he 


remarked, “Duplication of my work 


with that of the American Press 
Association has confused advertis- 
ing) agencies and has resulted in 
loss of advertising for weekly 
newspapers I believe that this 
combination will bring about the 
united front which advertisers 


want, will encourage a better 
ordination of publisher groups and 
will result in a superior information 
and marketing service to 
tisers.”’ 
The new 
coverage 
the 


cOo- 


adver- 


setup offers newspaper 
in every rural county 
United States, according 
Emde, American 
vice-president 


in 
to 
Press 
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FTC Orders Nine to 
Stop Price Fixing 

Nine companies manufacturing 
transparent cellulose sheets and 
rolls such as cellophane, sylphrap, 
kodapak, and protectoid have been 
ordered by the FTC to cease certain 
practices which resulted in price 
fixing. Also covered by the order 
is the trade association for the in- 
dustry. 

Under the order the companies 
are prohibited from filing uniform 
prices and discounts, at which their 
products will be sold, through any 
agency. Exchange of price lists and 
guarantee of future prices is also 
prevented by the order. The com- 
panies concerned are: Shellmar 


Printing Unions 
Use Advertising 
in Curtis Appeal 


Philadelphia, Sept. 4.—A new ad- 
vertising approach by labor unions 


made its appearance here this week | 


as a group of typographical unions 
affiliated with the American Fed- 
eration of Labor used 200-line 
newspaper copy on Labor Day to 
address a special message to em- 
ployes of the mechanical depart- 
ments of Curtis Publishing Com- 
pany, urging them to affiliate with 
the unions covering their respective 


from employes of the various de- 
partments relative to organization. 
So today we jointly take this op- 
portunity to urge you one and all, 
whether skilled, semi-skilled or un- 
skilled, to affiliate with the A. F. of 
L. unions mentioned herein. It is 
to your interest to become part of 
and associated with approximately 
200,000 other printing trade union- 
ists in the United States and Can- 
ada. 

“If you are a pressman, press as- 
sistant, compositor, stereotyper, 
bindery worker, mailer, paper han- 
dler, semi-skilled, or unskilled 
worker, write the following unions 
for additional information. 


GOES COMPETITIVE 


Our ads neither 
coax nor hgax- 


YOU DONT + 


R) 


Claims or pleas look silly again 
this vital. yw difference : 


Two years ago, it used the “suc- 
| cess story” theme for an aggressive 
|newspaper drive in which govern- 
ment statistics were quoted to cal] 
‘attention to a sensational sales in- 
‘crease capped by attainment of 
fourth position in the industry. 


Features Medical Testimony 


Since 1934, Philip Morris adver- 
tising has featured medical testi- 
| mony to prove that the cigarets are 
‘less irritating to the nose and 
|throat than others on the market. 
_This appeal, in only slightly varied 
|\form, has been repeated millions 
of times in print and over the radio. 

Although the medical findings 


Products Company; Milprint Prod- | activities. The copy was restrained “All Hearst (Cuneo), Conde Nast, | were first advertised a seen after 
ucts Company; Traver Paper Com-|to the nth degree, merely suggest- |Crowell, McCall, Art Color and the development of the cigaret it- 
pany; Dobeckmun Company; Denni- ing that further coliacumndlons be | thousands of other magazines, too self, the product was created to sup- 
son Mfg. Company; Caton Printing sought numerous to mention, are produced |ply a less irritating smoke. Chem- 


Company; Thomas M. Royal & Co.; 
Nashua Gummed and Coated Paper 
Company; Pioneer Wrapping Com- 
pany; and the National Converters 
Institute, the trade association for 
the industry. 


“Saturday Night’’ Changes 


Beginning with the Sept. 14 issue, 
Saturday Night, Toronto, will ap- 
pear with a page size reduced about 
one-third and number of pages in- 
creased about one-half. It will be 
bound and stitched in one section 
instead of two as formerly. All fea- 
tures will be retained. 


The copy was placed by the Allied | 9¥_ 
unions. 


|Printing Trades Council on behalf 


of the local typographical, stereo- 
typers,’ bookbinders’, pressmen’s, 
binders’ and other unions. 

“The Philadelphia 
ing Trades Council selected this day 
to make a_ special 
Curtis workers to 
copy began. 


” 


organize,” the 


Makes Unemotional Appeal 


“From time to time, the printing 
trades unions have had inquiries 


appeal to all} 


by members of the printing trades 
Click and Screen Guide 
are also produced in Philadelphia 


| by members of the printing trades 
| unions.” 
Allied Print- | 


Num Names Agency 


Ketchum, MacLeod & Grove, 
Pittsburgh, has been appointed to 
handle advertising of Num Specialty 
Company, manufacturer of “Thum,” 
a product designed to discourage 
infant thumb-sucking and nail pick- 
ing. Newspapers, magazines, trade 
papers and direct mail will be used. 


Here’s a tested way 
to sell a kitchen product for less 
than you'd ever guess 


international Kitchen has proved itself a 
consistent producer of results for kitch- 
en accounts. People who know—adver- 
tisers like Knox Gelatin, Purex, Scott 
Paper, Northwestern Yeast, Soil-Off, 
Danya, Gravymaster—find Miss Cronk- 
hite’s program a necessary medium. 
Many have kept her plugging for them 


right through the summer. 


Your NBC representative can show you 
5-figure mail counts, representing thou- 
sands of listeners — many living well 
outside the nominal borders of KPO's 
coverage map—all expressing enthusi- 


popular station, and it’s yours for only $9 ‘a 


if you're looking for a time-tested method of moving your product 
in the Golden West, let Gladys Cronkhite and her KPO International 
Kitchen do it for you. 


Miss Cronkhite misses no merchandising 
bets. She interviews key dealers on the 
air, lectures to women’s clubs, conducts 
cooking schools, participates in food 
shows, writes newspaper food columns. 


astic response to this Monday-thru- 


Friday morning staple. 


LP Morris 


- am FINEST Coguotetie 


CRERTONL OF (4MOOT CGRRETTER (OR 47 Veet aim aers CHEER Ted Pere MOeRT) meet 


Jibes at competitive claims get the 
emphasis in this Philip Morris copy. 


Philip Mortis 
Takes Crack af 
‘Coax, Hoax’ Copy 


Guns on Copy Claims 
of Competitors 


New York, Sept. 4.—Magazine 
copy of Philip Morris & Co. took a 
new and increasingly competitive 
turn this week as the familiar “Call 
for Philip Morris” headline was re- 
placed with “Our ads neither coax 
nor hoax.” 


|ists were given the task of devising 
|a formula to meet that objective, 
‘and the resulting product was sub- 
|jected to a year’s testing before the 
‘claim was first made. 

Philip Morris’ hard-hitting ad- 
|vertising has achieved its unusual 
success in a highly competitive field 
|without the huge promotion ex- 
|penditure made by major rivals. 
Last year, for example, the best 
seller in the field was supported to 
the tune of nearly 10 million dollars 
worth of advertising in the four 
|major media. Philip Morris’ budget 
| for the same media was well unde: 
| two million. 


Four Sundays 
Cut Down July 
Roto Linage Total 


New York, Sept. 5.—With five 
| Sunday issues of newspapers in July 
/1939 and only four in July 1940 
the total rotogravure advertising 
linage for the month this year shows 
a drop of 60,020 lines or 9.9 per 
cent from the 607,520 lines reported 
for July 1939. Of the 547,500 lines 
reported for July 1940, monotone 


It’s called International Kitchen, it’s an established was represented by 472,425 lines 
and color roto by 75,075 lines. 
show on Northern California’s largest, most Cigaret Maker Turns|, boca! rotogravure advertising 


dropped from 265,544 lines for July 
last year to 224,770 lines for July 
this year, a decrease of 40,774 lines 
or 15.4 per cent. 

National roto advertising fell from 
341,976 lines for July 1939 to 322.- 
730 lines for July 1940, a drop of 
19,246 lines or 5.6 per cent. 


Waterman Ties in 
with School Openings 


It was explained at the Biow 
Company, agency for the cigaret| The annual fall campaign of L. E 
company, that the phrase was | Waterman Company, Newark, N. J., 


adopted as a different way of intro- 
ducing the oft-repeated claim that 
“Philip Morris superiority is recog- 
nized by eminent medical authori- 
ties,” and that “No other 
can make that statement!” 
The new copy, which is now ap- 
pearing in the complete’ Philip 
Morris magazine list, declares that 
“Claims or pleas look silly against 
this vital, proved difference: When 
smokers changed to Philip Morris 
every case of irritation of the nose 
or throat—due to smoking—cleared 
completely or definitely improved!” 


Copy also points out that “You don’t | 
. private | 


find personal opinions 
research . high-pressure claims 

. or special pleading .. . in ads 
for Philip Morris cigarets.” 

The rise of Philip Morris to fourth 
place in cigaret sales has been 
marked on several previous occa- 
sions by the use of fighting copy. 


cigaret 


will consist of half-page, two-colo: 
insertions in The Saturday Evening 
Post and hailf-page full color copy 
in This Week. Pages in the New 
York Daily News and New Yor! 
Times will also be used, as well as 
| business and college publications. 

All copy will tie in with school 
and college openings. Charles Dallas 
Reach Company, Newark, is th¢ 
agency. 


FTC Files Complaints 
Against Grocery Firms 


The Federal Trade Commission 
has issued 13 complaints in the last 
few days charging violation of th 
Robinson-Patman Act. All of t! 
firms so charged are engaged in th: 
grocery business. Products involved 
are foodstuffs and canned fruits ana 
vegetables. 

All of the complaints charge vic- 
lation of Section 2 (c) of the Rob! 
son-Patman Act by the paymen' 
and acceptance of brokerage fees 


Participation is inexpensive. (One-minute 
spots costs only $26 for time and talent— 
detailed participations only $52.) Check your 
nearest NBC spot sales representative: or write 


KPO for full presentation. 
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ADVERTISING AGE 


This Juvitation 


is going to industrial executives 
and advertising agencies 


‘Top executives of most of America’s largest 
industrial organizations are now receiving this 
announcement which we are mailing to a se- 
lected list. It gives them a reason why they 
themselves as well as their advertising managers 
and agency contacts should attend the sessions 
of the 18th Annual Conference of N.LA.A. 
Look at this partial outline of the program 
that’s being lined up, and you'll see so many 
specific items that imply practical, usable bene- 


fits to your own business, that you can’t afford 


to miss them. 


iillioetliosiantlianetitaailimatiinsiaiiamieend tintin: at 


This Program 
of the N.I.A.A. Conference 


Al Suggestion far Judustrial Executiues 


(— 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


Aunual Conference 


One of the major topics of discussion at this meeting is to 
be on the subject of the National Detense. 

It is now pretty generally agreed that the success of 
our defense program in the last analysis will depend on 
the performance of America’s industries. For the foun- 
dation of any effective national strength in the world 
today is industrial strength. 

So the question of how manufacturers can most effec- 
tively use the power of advertising to speed up and further 
these important defense projects is of outstanding interest 
at this time, and it is going to be thoroughly explored 
and discussed at this coming N.LA.A. Conterence. 

We feel sure that your attendance, as well as that of 
your company’s advertising manager, will be well repaid 
in terms of a new and practical viewpoint toward the 
place of industrial advertising in today’s business picture. 


McGraw-Hill Publishing Company, Inc. 


HOTEL STATLER — DETROIT — SEPTEMBER 18-20 


‘ 


— offers timely help on today’s NEW customer-relations problems. 


“Make America Strong’ to be theme around 


which discussions will center 


Wi National Defense activities filling more and more plants to 
capacity for months ahead, the sales problems of some industries 
no longer focus directly on booking new business. Instead, there are 
many new jobs for sales and advertising to tackle — maintaining essential 
contacts with old customers and prospects, helping them to use their 
present equipment to greater Capacity, assisting them to train new op- 
erators quickly for second and third shift operation, And more important 
still is the job of conditioning them to buy again when more normal 
conditions return, or when plant capacity catches up with demand. 

So, while the practical uses of industrial advertising to speed the de- 
fense program will be given first consideration, the Conference will also 
anticipate the inevitable readjustments in industry when defense de- 


mands subside. 


First Day’s Session Planned to Interest Executives 


Impressive List of Speakers 
Featured speakers selected to high light 
the program include Edward J]. Noble, re 
cently Under Secretary of Commerce; Li 
onel D. Edie, a noted economist; John 
A\bbink. Business Publishers International 
Corp.; Robert Porter Patterson, Assistant 
Secretary of War; Walter H. Gebhardt, of 
Henry Disston Sons, Inc.; Harry W. Fortey, 
of Warner & Swasey; J. M. McKibbin of 
Westinghouse; and Phillip Wilcox of Keut 
fel & Esser. 


Noble to be Keynoter 
\s president of a large manufacturing 
concern and also as an outstandingly suc 
cessful merchandiser prior to his connec 


This advertixement cor 


tion with the Department of Commerce, 
Fdward J. Noble is peculiarly fitted to 
address the National Industrial Advertisers 
Association. He will speak on the complex 
problems involved in achieving maximum 
effective industrial production to acceler 
ate the National Defense program to 
“Make America Strong”, 


The Trade Struggle South 
of the Border 


The challenge to business offered by chang 
ing foreign conditions with particular ret 
erence to South American trade, will be 
presented by John Abbink, whose intimate 
acquaintance with the markets of Latin 
America is well known to N.EALA. members 


tributed by Metiraw-Hill Dublin 


Industry's Responsibility 
on National Defense 


Robert Porter Patterson, Assistant Secre- 
tary of War, will show the picture of 
Industry's present and future responsibil- 
ity on National Detense. 


How Industrial Advertising 
Fits in Today's Picture 


Iwo months ago, N.LALA. recognizing 
that industry's marketing problems are 
rapidly changing, undertook a study of 
the new conditions facing many industrial 
sales and advertising executives. 

Under the title “Defense Emergency 
Challenges and Creates* New Opportuni 
ties for Industrial Advertising’—two local 
chapters of the N.L.A.A.—the Philadelphia 
and Cleveland units — will present their 
specifi findings 

Ihe Philadelphia group, under the 
leadership of Walter H. Gebhardt, has 
examined the case histories of many com 
panies in business during World War I 
when advertising was dropped, curtailed, 
or directed to faulty objectives. Their very 
illuminating findings will be presented as 
a series of actual case studies. 

The Cleveland Group, led by Harry W 
Fortey, will present the results of a com 
prehensive survey of the new sales prob 
lems which industrial companies are meet 
ing right now, and how they are adapting 
their industrial advertising policies to cope 
with them, 


Clinic Sessions on Current 
Industrial Sales Problems 
fen 3-hour clinics are on the Thursday 
schedule, following the first day's general 
sessions intended for management execu 
tives as well as advertising men, At each 


clinic, intimate adver 


tising problems will be directed by special 


studies of specific 


ists who are working in the local chapters 
to gather and correlate this material for 
the Conterence. Such subjects as the fol 
lowing are being scheduled 


“Coordination of Advertising with Sell 
ing; and How to Win Active Coopera 
tion from Salesmen.” 
“Measuring Advertising Results.” 
“How to Prepare and Present an Ad 
vertising Program that Management 
Will Approve.” 
“How Can the Advertising Department 
Contribute to the Solution of Company 
Problems.” 
“Get Out Into the Field.” 
“Market Information — How to Get and 
Use It.” 
These and other subjects on the list, are 
all intended to further the professional 
development and welfare of the industrial 
advertising managers who comprise the ac 
tive membership of N.LA.A 


This Coupon W’"' Bring 
You Full Particulars 


There's no obligation involved. Sim 
ply fill in and send this coupon, 
and the N.LALA. Attendance Com 
mittee will gladly send you details 
and cost of registration as well as 
further program information. 


Me. Raven L. Wourr, Chairman 
N.1.A.A. Attendance Committee 
Seiler, Wolfe Associates, Inc. 


Conference of the N.LA.A 


Name 


Company 


iddrenss 


3630 West Fort St., Detroit, Mich. 


Please send me program and registration detaila for the Annual 
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ADVERTISING AGE 


September 9, 1940 


Jests, New Mint 
for Indigestion, 
fo Go National 


New York, Sept. 5—Jests, the new 
after-dinner mint type of stomach 
remedy which has been tested dur- 
ing the last 18 months in 15 cities, 
will be made available on a national 
scale later this month, backed by a 
schedule in three weekly and two 
monthly magazines. 

A color page in the Sept. 21 issue 
of The Saturday Evening Post will 
mark Jests’ debut in national adver- 
tising. Also slated to carry full and 
half-pages in color during the con- 
tinuous campaign are American 
Magazine, Life, McCall's and This 
Week. 

The product is made by Jests, 
Inc., which is a subsidiary of Ex- 
Lax, Inc. It is packaged in rolls 
which are priced at 10 cents each 
or three for a quarter. Each roll 
has a “protector top” which fits over 
the opened end to keep the tablets 
clean and fresh. 

Sampling will play an important 
part in the introduction of Jests, 


just as it has in previous local tests. 
Every druggist in the country— 
some 60,000—will be sent a display 
carton containing a dozen rolls as a 
free introductory gift from the 
maker. 

Magazine insertions will also bear 
a coupon offering a sample package, 
and druggists who request them 
will be provided a supply of sam- 
ples for distribution to customers. 
This plan was used with success 
during the test period. In New 
York, every telephone subscriber 
was mailed a_ sample _ package. 
Newspaper and radio promotion was 
also employed in the tests. 

A trademarked character 
represents a court jester 
used to illustrate magazine copy. 
The character, somewhat reminis- 
cent of Walt Disney creations, was 
devised during the test period and 
has been used in local newspaper 


who 
will be 


copy. He also appears On the pack- | 


age. 
Available to All 
First copy will take the form of 
an announcement: “Now all Amer- 
ica can have Jests.’”” The product, 
called “the great, new, tested relief 


for acid indigestion,” is suggested as | 


an antacid aid for too much eating, 
drinking or smoking. “Laugh it off 
with a ‘Jest’”’ is the slogan. 

The product is already being ag- 


gressively promoted to the trade in 
drug papers. Copy calls attention to 
the “sensational sales success” en- 
joyed in test cities. The account is 
handled by Joseph Katz Company, 
with Nat Wildman in charge. 


Central Outdoor Head 
Provides Art Library 


J. A. Zimmer, president of Cen- 
tral Outdoor Advertising Company, 
Cleveland, has established the Ad- 


vertising Reference Bureau in the 
new quarters of the company at 


4600 Carnegie avenue, S. E., for the 
free use of commercial illustrators. 
Miss Lada Cecelia Sykora, who 
originated and has handled the 
Cleveland annual poster contest for 
six years, is librarian. 


ADVERTISERS DONATE SPACE IN BRITAIN 


What de 
Ido... 


if | hear news 


that Germans are 


The bureau already contains 4,000 | 


travel and commercial posters and 
2,000 labels, pictorial and other 
maps, photographs, graphic studies, 
paintings of airplanes and other 
vehicles, ancient and modern, as 
well as of birds, beasts, boats, etc. 


“Sketch” Makes. Bow 


The October issue of Sketch, its 
first, appeared on newsstands Aug. 
28. It is being published by a group 
of recent university graduates from 
1014 Phoenix bldg., Minneapolis. 
John M. Kelly is editor; Jay Richter, 
managing editor, and Camille De- 
mar, associate editor. No advertis- 
ing will be accepted for at least six 
months. 


trying to land, 


or have landed? 


I remember that this is the moment to 
| act like a soldier. I do not get panicky. I stay 
put. I say to myself: Our chaps will deal with 
them. I do nof say: “I must get out of here.” 
I remember that fighting men must have clear 
roads. I do nor go on to the road on bicycle, 
in car or on foot. Whether I am at work or at 
home, I just stay put. 


Cut this out—and keep it! 


RECORD 
} l 


J. A. VIGER, 


BRINGING HOME THE BACON 
(Kven the Grunt!) 


The grunt being the only part of a pig packers can't 
use, they're careful to consider all the points of every porker 
they purchase. 

In picking fat markets consider all the points Troy has 
to offer. Recognizing that Troy's A.B.C. City Zone (embrac- 
ing adjoining Watervleit, Green Island, Cohoes and Water- 
ford) is one of New York State's metropolitan centers. 

Retail purchases here total over $38,896,000 annually. 
For only |2c per line The Record Newspapers, the city's sole 
dailies, enable you to bring home your share of that ''bacon."’ 

You'll even get the grunt—as you show satisfaction over 
mounting sales productivity in the Troy market. 


THE TROY RECORD 
newsparers |THE TIMES RECORD 


THE TROY RECORD CO ADVERTISING MANAGER 


Issued by The Ministry of Information. 
Space presented to the Nation by The Brewers’ Society. 


aid their country's war effort. 


+” 


f ‘ 
—- 
“ ; 2 


To the Workers of Britain 


OU are one of Hitler's biggest stumbling-blocks. 

So long as you keep Britain’s factories, mines, 
shipyards and other industries going at full blast, Hider 
can't win — and he knows it! 

That's why he will try all kinds of tricks to disorganize 
your work. 

In France many factories and offices stopped work 
because of false rumours of parachute landings. 
Traitors telephoned false evacuation orders to work- 
shops. In this way the industries of France were thrown 
out of gear, and Hitler's victory was made secure. 

This mustn't happen in our workshops! Every one 
of us must stay on the job in spite of air raids, rumours 
or parachutists, just as our soldiers have to — unless 
we get orders to cvacuate from the police, the military 
or the Home Guard. 

Remember, this is a People’s War. Even though you 
may not wear a uniform, you will help Britain to win 
by carrying on at your desk or bench, no matter what 
happens. 


... that’s why you must STAY PUT 


Issued by the Ministry of Information 
Space presented to the nation by Whitbread @ Company Limited 


Two examples of the method being taken by numerous British advertisers currently to 
The Ministry of Information advertisement at the left— 
one of a series—appears in space paid for by The Brewers’ Society. 
message of the Ministry at right, addressed to the country’s workers, uses space paid 
for by Whitbread & Co., Ltd. 


The special 


Network Sales 
Show 17% Gain 
for August 


New York, Sept. 
along at a record gait, 


5.—Booming 
combined 
billings of the three national net- 
works for August amounted to $6,- | tem 
841,784 to chalk up a 16.9 per cent | System. Both monthly and cumula- 
| gain over the same 1939 month ‘tive totals are shown: 


when the total was $5,859,616. For 
the eight months to date, business 
handled by the three chains reached 
$61,027,373 for an increase of 15.5 
per cent over last year’s $52,847,- 
852. 

The following table gives billings 
of the National Broadcasting Com- 
pany, Columbia Broadcasting Sys- 
and Mutual Broadcasting 


% Gain % Gain 
Aug. '40 Aug. ’39 in Aug. 8 mos. ’40 8 mos. ’39 8 mos. 
NBC .. $3,738,262 $3,312,570 12.9 $32,128,576 $29,195,062 10.0 
CBS . . 2,875,657 2,341,636 22.8 26,404,427 21,606,562 22.2 
MBS ... 227,865 205,410 10.9 2,494,370 2,046,228 21.9 
| Combined 
Totals $6,841,784 $5,859,616 16.9 $61,027,373 $52,847,852 15.5 


Mallinger Joins Dell 
Edward D. Mallinger, 
ville Centre, L. I., 


Publishing Company, New York. 


formerly 
with the Nassau Review-Star, Rock- 
has joined the 
sales promotion department of Dell 


Buys Neon Art Sign Co. 


Outdoor Displays, Inc., 4548 W 
Wisconsin avenue, Milwaukee, has 
bought the equipment of the Neon 
Art Sign Company, Milwaukee, and 
added the personnel to its staff. 


COCA 


Vember 


Write for 


461—8th Ave. 


Started 


A File Folder of ''Pie-Chartless" Factual information 
showing how simply, effectively and inexpensively 
($79 to $85 an issue) you can describe your products 
to more than 52,000 active operating men in the 
larger plants in all industries. 
your copy for 

vour 1941 Media Data Files 
INDUSTRIAL EQUIPMENT NEWS 

THOMAS PUBLISHING CO. 


Write for 
a copy for 
your 1941 
MEDIA 
DATA FILES 


1933 


New York, N. Y. 
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LET'S TAKE A LOOK AT 
SOME WINSTON-SALEM 
SALES RECORDS,/ 


These pictures of men and their records tell a dra- 
They tell 


of record sales in products of varying price brackets ... from 


“OUTSTANDING PHILCO DISTRIBUTOR OF 
NORTH CAROLINA" is the honor conferred on 
C. R. Williams, owner and manager of the C. R. 
Williams Radio Company, Winston-Salem, for hav- 
ing exceeded his sales quota by a larger percent- 
age than any other distributor in the State of 

North Carolina. Mr. Williams’ organization sells 
iT Philco radios, refrigerators and all accessories in 


matic story of SALES in the Winston-Salem market. 


the popular priced to the luxury priced levels. 


the Philco line. 

* 

a To other national advertisers they focus the spot- 
he light on an ACTIVE market... . comprised of industrial and 
ea agricultural sections .. . . made up of people well able to BUY 
4 the things they want regardless of price. Surely, your product 
me will fit into this picture—of a market where profitable SALES 
- SS ~ ae oe \, are made at any price level. Investigate | 


“ONE IN A HUNDRED IN THE UNITED STATES" .. . and the 
ONLY North Carolina Chrysler salesman to EVER achieve this dis- 
tinction is Alex Beroth, salesman for Motor Sales Company, Win- 
ston-Salem, who became a member of the "CHRYSLER 100 Club” 
for his Chrysler sales record between July |, 1939 and June 30, 
1940. 


“SALES FOR SEVEN MONTHS IN 1940 exceed 12-month total 
for 1939" is the enviable record of B. C. Clinard, President and 
manager of the Clinard Electric Company, Winston-Salem, second 
largest distributors for BURKS turbine pumps in the United States. 
This record indicates buying activity in RURAL areas as Burks 
systems are sold almost exclusively in sections not fed by city 
water. 


“LEADING G. E. RETAILER IN NORTH CARO. 
LINA” is the title bestowed on the Rominger Fur- 
niture Company, Winston-Salem, of which S. Wil 
son Cunningham is vice-president and general 
manager . . . as this outstanding retailer leads 
the state in G. E. Refrigerator sales for 1940. 


“THE NORTH CAROLINA PLYMOUTH DEALER 
OF THE YEAR 1939" is the tribute paid the Mo- 
tor Sales Company of Winston-Salem—Powell 
Gilmer, Vice-President. This distinction comes to 
this firm for having sold more PLYMOUTH auto- 
mobiles in 1939 than any other dealer in North 
Carolina. 


JOURNAL 4% SENTINEL 


IN WINSTON-SALEM, N. C. 


NATIONAL REPRESENTATIVES : KELLY-SMITH COMPANY 
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Plans Fall FM Program 


Freed Radio Corporation, New 
York, has planned 11 fall campaigns 
for its new Freed-Eisemann fre- 
quency modulation radio receivers, 
with the campaigns built around 
centers having an FM transmitter. 
The 11 centers with transmitters 
include Boston, Worcester, Hartford, 
Milwaukee and New York. News- 
papers and regional radio programs 
will be used. The account is 
handled direct. 


“What's New in Home 


Employes Told 
What Company Is 
Doing for Defense 


Chicago, Sept. 5.—A direct and 
forthright statement on the subject 
of industry’s cooperation with the 


government in national defense ac- | 


company and its manufacturing fa- 
cilities have been offered to the 
country. This offer has been made 


in your name and that of every em- | 


ploye of this company,” the letter 


| Says. 


“This is a business made up of | 


'real Americans and each and every 
lone of us wishes to do his part in 
ithe coming months or years, for we 


the most serious times we have ever 
known. 


realize that as a nation we are in| 


| 
with the government; demanding | 
large profits; etc. 

“Some people believe this. 

“If your friends ask you what 

| your company has done so far, you 
can tell them this: 
“Your company has bid (on a | 
|competitive basis) on ten millions | 
‘of dollars of government work 
against many other companies. 


What Company Has Done 


“So far we have been awarded | 
approximately two million dollars | 


GOES TO WHEELOCK 


“We and others like us are Ameri- 
tivity was sent to all employes of | can industry. 


Economics” in New Dress 
What’s New in Home Economics, 

Chicago, appeared in a new format 

with its September issue, each page 


being perforated and punched for | 


filing in a standard, 8% by 11 inch, 
ring binder notebook. 


Stewart-Warner Corporation yester- 
day over the signature of J. S. 
Knowlson, president and chairman 
of the board of the company. 

“In the semi-annual report you 
will note that the personnel of the 


“There has been a lot of bunk 
about industry in the last few 


worth of government contracts. We 
j|have already begun making de- 
livery on some of these contracts. 


years. The talk still goes on. State- | The prices at which they were taken 
ments are in circulation today to the | are such that up to July 31, we lost 


effect that American industry 


is | $60,000 on what we shipped. This 


holding back; refusing to cooperate |loss represents what we have paid 


Macfadden Publications, Inc. 


announces the appointment 


of 


Mr. Asa Blish 


as Advertisin g Manager of 


‘True Story 


succeeding Mr. Carroll Rheinstrom 


: B a re 
" 2 ‘= ts 
Ms I Bg che 


4) hs. 


Following appointment of Ward Whee- 
lock Company as agency for several of 
Seagram Distillers Corporation accounts, 
Walter M. Swertfager, for the past four 
years Seagram advertising manager, has 
joined the agency as account executive. 
He was formerly with Lord & Thomas 
and Vacuum Oil Company. 


;out of our own pockets to 
|how to do our job. That 
| profiteering. 

“We have purchased, or have o1 
order, over $450,000 of new machin 
lery. We are buying this machin 
ery with our own money. That i 
‘not refusing to start until the gov- 
ernment finances us. 

“There are limits to what we car 
do, but we have reason to be proud 
|of what we have done so far. 
| “There is one kind of patriotism 
| that stands on the street corner and 
|makes a lot of noise, and anothe: 
| kind that buckles down to work and 
does the thing that it knows how 
to do best. 

“This is our country—and it’s 
about the only country left where 
}a man can call his soul his own. If 
;we want to keep it that kind of a 
/country we must all take a direct 
j}and personal interest in what goes 
lon. 

“There is a national election this 
fall and it is the first duty of every 
American citizen to vote, and to 
vote as intelligently and as wisely 
as he can. If we don’t take the care 
and the trouble to pick representa- 
| tives of the right sort, we have no 
one to blame but ourselves. 
| “TI am urging you to think—and 
I am urging you to vote. 

“To vote you must register. 

“Registration days will soon 
announced. 

“Be sure you and your families 
register and be sure you vote in 
| November.” 
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@ In eight months national advertisers have invested nearly FIVE 


; MILLION DOLLARS in the “Big 4” farm magazines to back up their 
: judgment of the rural market as a place to sell all kinds of goods 
9 profitably. This represents a gain of $823,924.00 — tribute in cold 


" cash to the size and stability and responsiveness of one of the most 
. important markets anywhere on earth. 


wv. | Each of the “Big 4” farm magazines has shared this growth. Leader 
oud in gains scored is Farm Journal and Farmer’s Wife. Here are the lat- 
noe est facts from Publishers Information Bureau: 


Pe ADVERTISING GAINS 


gor First 8 months 1940 over 1939 

; “3 Revenue Lines Pages 

cn Total Gains for “Big 4” $823,924 28,465 57.82 

_ Farm Journal Gained 622,634 10,703 24.93 
2nd Magazine “ 140,897 7,338 10.87 
3rd Magazine “” 54,204 9,087 20.16 
4th Magazine ” 6,189 1,337 1.95 


In addition to its leadership in advertising revenue, lineage, and 
page gains, Farm Journal and Farmer’s Wife also leads the field in 
classified advertising with the greatest number and the greatest 
dollar volume — 320 classified advertisers spent over $100,000 be- 
tween January and August. 


Advertisers, large and small, are finding Farm Journal’s 2,500,000 
families their No. 1 rural market. 


Graham Patterson, Publisher 


WASHINGTON SQUARE, PHILA. 
NEW YORK + CHICAGO + LOS ANGELES 
DETROIT + SEATTLE « SAN FRANCISCO 


NS, INC. 


CHICAGOE 
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Changes in Radio 
Trends Indicated 
by CAB Analysis 


"Pot o' Gold" Gains 
High Rank in First Year 
on Air 


New York, Sept. 5.—Five radio 
programs crashed the select group 
of the 15 most popular shows on 
the air for the first time during the 
past year, and one, the “Pot o’ 
Gold,” reached its high ranking in 
its first year, it was revealed here 
today in the semi-annual report of 
the Cooperative Analysis of Broad- 
casting. 


Other highlights of the year, ac- 
cording to the CAB, included: 
dramatic programs reached a new 
peak, both in popularity and num- 


/ber of productions; the size of the 


radio audience, at all times of day 
and night and in all income groups, 
increased; and new programs, both 
sponsored and_ sustaining, regis- 
tered audience gains throughout the 
country. 

The turnover among the 15 fa- 
vorite programs, aided by the 
temporary absence of such stars as 
Rudy Vallee, Eddie Cantor and Al 
Jolson, resulted in the climb of 
“One Man’s Family,” “Fibber Mc- 
Gee & Molly,” “Fitch Band 
Wagon” and Bob Hope to the top- 
ranking group along with “Pot o’ 
Gold.” 

The ascension of “One Man’s 
Family” placed serial drama in the 
charmed circle for the first time 
since the heyday of “Amos ‘n’ 


Andy.” The “Band Wagon’s” climb 
marked the first rise into the top 
15 of a popular musical show since 
“Your Hit Parade” made the grade 
in 1936. 


Sunday Night Peak 


The CAB study revealed the peak 
audience is enjoyed by shows broad- 
cast between five and eight o’clock 
on Sunday night. Of all sets 
owned 61.1 per cent are tuned in 
during that period. The time period 
enjoying the greatest increase in 
popularity during the year was Sat- 
urday night, long the poorest broad- 
cast night of the week. 

As was expected in a war year, 
news programs enjoyed a marked 
upturn in popularity. News audi- 
ences in the early evening hours in- 
creased 39 per cent, and after din- 
ner newscasts attracted 55 per cent 
more listeners. 


Increased interest in dramatic 


NATIONAL SPOT TIME BUYERS: 


The Listener’s Kar Drum 1s the only 


3. In the Rural 


instrument that truly measures Radio Station Circulation. 
When it comes down to the FACTS. . . 


\ \ be - 


as all other Cleveland stations combined if 


Areds 


VEYS OF LISTENERS PROVE 3 FACTS 


etropolian Cleveland 


. . J. 
WTAM has almost as many \listeners _4@ 


J 


Fst “a 


" Six times as many people “listen most” 
to WTAM as to any combination of 
Stations in the area 


Based on four independent coincidental Surveys of Cleveland audiences - 


March, June 1938, January 1939 and April 1940 
*t NBC Personal Call Urban Survey 1938 


t® NBC Rural Post Card Survey 1939 


°° Includes CAB Station audiences . . 


. October 1939 to April 1940 


CHICAGO CLEVELAND 
SAM FRANCISCO DENVER 
BOSTON HOLLYWOOD 


Battle of Colas 
Extends to U. S. Cabinet 


Washington, D. C., Sept. 3.— 
Both Coca-Cola and Pepsi-Cola 
were advertised before the most 
exclusive group in the country 
here last week. When Postmas- 
ter General Jim Farley attended 
his final cabinet meeting, he 
found a large Pepsi-Cola sign 
dominating the Cabinet table. 

New Coca-Cola salesman Far- 
ley, ever equal to a situation, 
met the challenge by countering: 
“Well, if you won't drink my 
Coca-Cola, at least come and see 
my Yankees play ball!” 


shows was indicated by the fact that 
this type program placed second 
only to variety broadcasts in num- 
ber of evening programs’ and 
j}jamount of evening network time 
| employed. The average audience 
hursd all dramatic programs was 
placed at 12.7 per cent, nearly two 
points higher than the rating of a 
|year ago. Whereas drama ranked 
|ninth in popularity five years ago, 


|it is now a close third behind classi- | 


cal music, represented only by the 
“Ford Sunday Evening Hour.” Many 
jnew and low-ranking dramatic 
shows pulled down the average for 
the class as a whole. Two pro- 
grams in this group, “Lux Radio 


| Theater” and “First Nighter,” are 


in the top 15. 
Roosevelt High and Low 


The audience tuned in to Presi- 
dent Roosevelt’s June 10th talk 
from Charlottesville, Va., in which 
/he charged Italy with “back stab- 
bing,” included 45.5 per cent of the 
set owners. The only other orator 
|to surpass that mark was King Ed- 
|ward VIII in his famous “At long 
|last’ abdication speech. President 
| Roosevelt also set a new low for 
one of his evening fireside chats 
when his Oct. 9 speech attracted 
only 12.1 per cent of the audience. 


Mead Resigns to 
Form Own Business 

C. S. Budge Mead has resigned as 
advertising manager of Meyer 
| Brothers Company, Fort Wayne, 
|Ind., to form his own advertising 
/company. Bernard Weber, formerly 
|of the Fort Wayne Journal Gazette, 
| succeeds him. 

Mr. Mead’s new _ organization 
will be known as Ad-Visers Adver- 
| tising Company, with offices in the 
| First National Bank bldg., Bluffton, 

Ind. It will act as advertising 

|counsel to voluntary drug chains, 
and manufacturers and other re- 
tailers in that field. 


| 

Joins National Research 
Gerard B. McDermott, formerly 

; commercial manager of WMAQ and 

WENR, and manager of the national 

spot department of NBC, Chicago, 
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5,000 Insarance 
Ads to Feature 
Sales Conference 


Chicago, Sept. 5.—Five thousand 
entries of mutual fire and casualty 
insurance advertising, competing for 
awards in 27 general classifications, 
will be the outstanding feature of 
the tenth annual Mutual Insurance 
Advertising-Sales Conference which 
opens Sept. 16 at the Hotel Nether- 
land Plaza, Cincinnati. It is ex- 
pected to be the largest exhibit of 
its kind ever assembled. The con- 
ference is being held in conjunction 
with the 45th annual convention of 
the National Association of Mutual 
Insurance Companies and the 24th 
annual meeting of the Federation of 
Mutual Fire Insurance Companies. 

Winning exhibits at the confer- 
ence will be on display at the three- 
day Institute of Fire Insurance 
which will open at the William 
Penn Hotel, Pittsburgh, on Sept. 30 
under the sponsorship of the Ameri- 
can Mutual Alliance. The awards 
will be made by a three-man jury 
of outside advertising experts. 

The five sessions of the advertis- 
ing-sales conference will consider 
such subjects as the responsibilities 
of management to its sales repre- 
sentatives, insurance knowledge as 
| the key to sales, an analysis of the 
|processes of selecting, educating, 
directing and controlling sales rep- 
resentatives, an outline of what 
advertising may be expected to ac- 
complish in mutual insurance and 
methods of accomplishing results to 
be expected from mutual insurance 
advertising. 

Among the speakers will be O. E. 
Ringquist, United Mutual Fire In- 
surance Company, Boston; S. C. 
Roper, Central Manufacturers Mu- 
tual Insurance Company, Van Wert, 
O.; M. A. Kern of the same organ- 
ization; Kenneth L. Wright, adver- 
tising manager, Michigan Mutual 
Liability Company, Detroit, and W. 
L. Siebecker, advertising manager, 
Hardware Dealers Mutual Fire In- 
surance Company, Stevens Point, 
Wis. 


Voids Columbus Chain Tax 

An ordinance imposing a_ tax 
ranging from $25 per store in chains 
of 25 or less to $400 per store in 
chains with 375 units or more in a 
national chain has been invalidated 
by the courts at Columbus, Ga. 


Buys New Plant 

The Central Outdoor Advertising 
Company has bought a one-story 
brick building at Jackson and N 
14th streets, Toledo, as a home for 
its Toledo operations. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


has been appointed head of the THE LETTER SHOP. | 
neste ne Ae a , nc. 
radio department of the National 449 go Dearborn St. Wabash 8655 
Research Bureau, Inc., Chicago. CHICAGO 
‘Pact §$ ABspoiuU rT Se 8 terete 8 8p 
In the 1940 Census-- 


Population 


In the last ten years, 


creased more than 50,000; that increase alone is as 


great as the entire pop- 
ulation of cities like 
York, Pa.or Elmira, N.Y. 

Make your advertising 
investment in a growing 
market — and use the 
FIRST CHOICE radio 
station! 


BALTIMORE 


ranks as the nation’s 


SEVENTH CITY 


854,144 


Baltimore’s population in- 


WFBR 


BALTIMORE 


National Representatives 
EDWARD PETRY & COMPANY 


— 


* ON THE NBC 


RED NETWORK * 
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“P.S.—I'm only telling this to 999,999 other people” 
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The world’s largest paid magazine circulation— 
millior 3.515.000 women buying the Journal 


because they like it. Because they like it—IT’S A BUY! 


on 


LADIES’ HOME 


1.000.000 
Renus Circulation 
for Advertisers 


Age . ri = . ‘< aie wr 
: “a 
1 -~ 
a 
f = 
ae 
“ 2 
n 7 2 
ee 
° mi 3 
Is i : 
- esSh 2 
ay Sw ‘ee 
! = ee 
PS | x I — a ai 
B= a" } M4 Ps ie. 3 
AS enn [> 2 \ et ae oe an 
1e Cu & = Zw a é a. 
« | ay. ri QW 
p- . { \ . a — — a 
at Loe ) ——A i@ 
nd =m “ = A VC / | // . ae aa — 
to —1 —— NN = Zz i / ff 2. =4 1) — = 
ce / => SSS [— a c oak 
L- SS —_ SZ , = ‘| Ty TT 
- —— ¢ SZ = = | — 
: = SANS AR UT | 
7 GZ —_ ae Z = YE et KO , ae 
3 PN | | <F was ee \) \ oi 
c. * / } a g LA ae ’ | en 
fu , — / Pte . Pe - WOfe wd (a Q Zee 
o bi / es $$. —— Aart ¥/2. , hl 
oh Sa 4 ia a ie sx : — 
n- = 7 ~ ee we pean 
- ~ —S —— y a — ks ; : a. 
2 ee 7A | Ae 
a os : cae - = = Z a ri ie ead 4 — 
: sae Welewal . 
ser, —7 ~ ~S& & LUPO oe oe 
in a ie Bere? al | 
int, — = — << iva aU, 4 C ie 
att 7 & Gy roy i 
~ = PE3 we ™ 
‘a == N= | aa oe ma 
* 4 \ // \ a 
| | a \ — / ¥ ; \ a 3 
. / , = 
[/ \ vg 
m2 
‘4 
4 
sing ? . ' 
to ry i -- 
» for a a 
ae 
CE portée Sys 
in . . ; ai 
ng e Yet.-- 3" advertiser can address @ mil- ile 
. . . . . ion 
ic. lion EXTRA buying-families at no extra cost i 
bh 8655 : et aa 
vn the page of the Ladies Home Journal! aes 
. EXTRA pecause in Sts years Journal circu i 
Jation has jumped {rom 2" /, 0 po : 4 
At no extra cost pecaure qdvertising <i 
space costs as yittle iy idl a. | = 
more ; 
revenue ‘. up over 9% | | a 
quarter of this year a 
e If you have what the America® public coil 
Journal has an EXTR { 
| e 
2 . i: 
ANY 
aa | 
_—— a 
O ; 
e , roe : a hs i : V4 
eo a Rte ae i Bs -s : ee sli 
Gh wat.) “ee vic gh , Be gE ot ae ; > i = 
oe | gets - = 
7 PU Se ait gs 9 . 
a os Tey > > 
Sas 4 piety . r oiled ; / : 
Fa! & “he pe, seca = Fe ae %. i : = a 
A hy ot. e ey _ . es 


a wee ae Lat otal Silay pet lai eal Te : 
Pe ie : e pels OD fe arn ee ke Reel See? w eat a 


ees 10 ADVERTISING AGE September 9, 1940 


“SIGNS BIG ORDER ON MUTUAL 


the 13-week period beginning Sept. | three-quarters of this sum allocated 


American Safety |10. Federal Advertising Agency | for newspapers and the remainder 


handles the American Safety Razor \divided between magazines and_ 


| | | 
|) account. \farm papers. 


R ) H { | Marking the company’s first ap-| Wythe Williams, currently spon- | 
aZzor rives 0 /pearance in network radio since |sored by Peter Paul, has risen | 
1932, the forthcoming campaign will | rapidly to the front rank of news 

‘represent a completely revamped |commentators. On the air for only | 

n a es nda § advertising program for Star blades. | eight months, he has been credited 
|Heretofore the line has been pro- with a number of spectacular news 


New York, Sept. 4.—An aggres-|moted chiefly through newspapers, |beats. For a quarter of a century | 
sive move aimed at curbing recent | Magazines and farm papers. Small- he represented American and Brit- | 
inroads by comparative newcomers | Space cartoon-style copy has char- | ish newspapers abroad. 
to the shaving accessory field will |acterized Star blade advertising | ——— 
be launched next week by American Jorma sseage ag garg -Musico on WBZ 
. . - » ‘. = - 2 4 > > » é Ss wr > > s : 

Safety Razor Corporation, it was mates ae as Geis ae Weak, tai Musico, sponsored by the Great 
learned today. Chief vehicle of the) 7 | ba that newsne re and |Atlantic & Pacific Tea Company, 
campaign will be a twice-weekly |C@tons are the ‘aan i aa made its debut on WBZ and WBZA, 
‘ Opri saturi ] j). | Magazines wi! > use ° *- | Boston, Aug. 27. The show has been 
— ee ee ae |ment the radio drive. Newspaper|heard for the past 17 weeks on 
a oe, .~" |copy will probably consist of inser- | WEEI and the New England Colum- | 
stations of the Mutual Broadcasting | 


. : ©? | tions on radio pages. bia Network. 
System, representing the largest am 
contract ever negotiated by that | Budget Expanded Walter to Bogard | 
network. The new radio venture constitutes Richard C, Walter vse Seneenniis 
The new Williams series, to be|an expansion of the Star blade had his own agency, has joined | Milton Dammann, president of American Safety Razor Company, signs order for 
heard Tuesdays and Thursdays from | budget. Expenditures in major | Bogardus Advertising Agency, Pasa- | cromrem ante 00 Gated Getiens. ted Wibis, Wh, bile Gueledl ceumnier, 


8 to 8:15 p. m., will be in behalf of | media last year were in the neigh-|qena, as account executive and | 


J. B. de Mesquita, American's executive vice-president, right; standing, Wythe 
Star blades. The contract covers!borhood of $100,000, with about! copywriter. 


Williams, newscaster on program, and Jules Singer, Federal Advertising Agency. 


Poster Stamps to 
Help Maryland 
Pay for Promotion 


Baltimore, Sept. 5.—Latest to joi 
the ranks of promotional organiza 
tions making use of poster stamp 
is the Maryland Publicity Commis 
sion, which has developed a set o 
25 colorful stamps—one each fea 
turing an outstanding attraction « 
each of the 23 counties in the state 
and the other two devoted to th: 
United States Naval Academy at 
Annapolis and Fort McHenry, birth- 
place of the “Star Spangled Banner.” 

The stamps will serve a doubl 
purpose, the Commission hopes 
They will not only serve to adver- 
tise the attractions and advantages 
of the state, but through their sale 
at 25 cents a set, or 15 cents i 
quantities of 50 sets or more, wil! 
serve to raise additional funds by 
means of which Maryland’s advan- 
tages can be broadcast throughout 
the country. 

The stamps were designed by 
James Howard, Jr., Baltimore artist 

In addition to inducing visits fron | 
out-of-state residents, the Mary- 
land Publicity Commission, whose 
offices are in the State Office bldg., 
Annapolis, will devote an equal! 
amount of energy to the task of in- 
creasing intra-state travel from one 


section of the state to another. 
7 , : ¥ 
Here’s an outstanding recorded U Secstaien & 
football program for the Fall | Vees Hemuncer Voupon 
' . 9 . Dura-Gloss advertising in Novem- 
season! Forecasts each week’s ber magazines will feature a red 
major games in all sections. wine nail polish while the December 


copy will feature a true red polish, 
advertising in 25 national magazines 
carrying reminder coupons which 
| direct the shopper to the store. 


Conducted by Sam Hayes, one of the country’s ace sports com- Adds Stirling Wheeler 


mentators, “Touchdown Tips” is a 15-minute program that will 
select winners, forecast scores, and bring listeners interesting foot- 
ball highlights throughout the coming season. 

As a network feature, this program is already sold in 7 western 
states. It is now available as a 13-week NBC recorded program for 
the rest of the country. First program will predict football results 
for Sept. 21st week-end. 

Based on the All-American Gridiron Index, which for 9 years has 
picked SO winners, the accuracy of the predictions of “Touchdown 
Tips” will win and hold a large audience. 

Yet the cost of this timely, quality feature is amazingly low. 

But act quickly! There isn’t much time left to get in on this 
“line-smashing” buy. Program is subject to prior sale and availa- 


bility. Wire nearest NBC Radio-Recording Division office for details. 


NATIONAL BROADCASTING COMPANY 
A Radio Corporation of America Service 


RC \ Building, Radio City, N. Y. © Merchandise Mart, Chicago © Sunset and Vine, Hollywood 


| Stirling Wheeler, formerly with 
Rumford Chemical Works, New 
| York, has joined the advertising 
| staff of Scholastic Corporation, New 
York, as representative of its four 
publications. 


Zomminad! 


IN THE 9 RETAIL MARKET 


KSTP 


The Northwest's Leading Radio St-‘\0" 


—— 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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mobile a year ago, has “come back” 
toward it in the current reckoning, 
and Oldsmobile officials believe | 
Oldsmobile will climb into sixth 
place in the next year and possibly 
| pass its General Motors team mate. 
| Pontiac, to rank fifth. 


Hydra-Matic fo 
Carry Banner 
for Oldsmobile 


'Candidate Names Wettlin 


Robert C. Hendrickson, Repub- 


- tees |lican candidate for Governor of 
Auto Transmission New Jersey, has appointed Wettlin 


Lifts 1940 Volume to ee N. J., to direct his 
New Peak i 


Lansing, Mich., Sept. 5—With its | B. J. Wemhoff Promoted 
eyes fixed on a rung well above the Bernard J. Wembhoff, associate 
seventh place in national ranking | editor for the past four years, has 
which it has enjoyed for the past been appointed managing editor of 
two years, the Oldsmobile division | 4utomotive News, Detroit. He suc- 
of General Motors Corporation will | ceeds William C. Callahan, resigned. 


Two Makers of 
Neckties Plan 
Special ‘Weeks’ 


Chicago, Sept. 5.—Since at least 
three oil companies have 
used advertising illustrations show- 


\ing a member of the gentler sex | 


| wearing a pillow as a cushion for a 
much abused part of the anatomy, 
vit is not surprising to find the string 
_of coincidences extending to two 
necktie manufacturers. Both Wem- 
| bley, Inc., of New Orleans, and Beau 
|Brummell Ties, Inc., of Cincinnati, 
have announced impending necktie 
weeks. 

| “Wembley Tie Week” will be 
|staged Sept. 23-28, while “National 


recently | 


| for 


| . . . . 
jecame from an outstanding fashion 


Beau Brummell Tie Week” will be 
observed Oct. 7-12. Both events 
will be promoted in magazines, the 
former through the New Orleans 
office of Anfenger Advertising 
Agency, the second through Key 
Advertising Company, Cincinnati. 
Wembley reports that it tested the 
idea in several prominent stores, 
with gratifying results. The idea 
a “week” for Beau Brummell ties 


authority, according to the Cin- 
|}cinnati company. A feature will be 
“The Romance of Men’s Neckwear,” 
a booklet presenting the history of 
the cravat from its earliest form to 
styles of 1940, with a special page 
or two devoted to the exploits of 
3eau Brummell, first to recognize 
the possibilities of this apparel. 


NBC Adds WSFA; 
WRNL Replaces WRTD 


Station WSFA, Montgomery, 
Ala., has become affiliated with the 
National Broadcasting Company, 
making a total of 199 stations, and 
will be available as an optional Red 
or Blue outlet. 

Station WRNL, Richmond, Va., 
has become affiliated with NBC as 
a supplementary outlet of the Blue 
network. The new affiliate replaces 
Station WRTD. 


Institute to Pepper 


Monmouth Military Institute, 
West Long Branch, N. J., has ap- 
pointed J. W. Pepper, Inc., New 
York, to direct its advertisng. 
Newspapers and magazines will be 
used. George Butterly is account 
executive. 


open national advertising of its 1941 
models Sept. 21 with a pre-an-| 


| 


nouncement spread in The Saturday | 
Evening Post. Weekly magazines, | 
class periodicals and farm and trade | 
papers will be used on a larger scale 
than last year, while newspaper | 
schedules, also stepped up, will start | 
rolling as soon as dealers are 
stocked. Plans call for simultaneous | 
announcement by all dealers in the | 
country. At least 3,500 newspapers 
will be used some time between | 
Sept. 20 and Oct. 1. 

These plans were announced by | 
Vv. C. Havens, advertising manager, | 
at the preview last week-end. 


Tells Success Story 


“We had an unusual opportunity,” | 
Mr. Havens commented, “to test the | 
pulling power of advertising when 
we introduced the Hydra-Matic 
drive a year ago. Orders came in 
so fast that we finally had to ask 
the agency to cease firing until we 
caught our breath.” 

Production has been increased 
since and a sizable bank is on hand 
for early delivery in 1941 cars. It| 
will be offered as optional equip- | 
ment on three of the 1941 Oldsmo- | 
biles. 

The Hydra-Matic drive will again | 
be given the center of the stage in| 
Oldsmobile advertising, which will 
tell motorists that this device is not 
merely a liquid coupling, but a’ 
fluid drive combined with fully au- 
tomatic transmission which com- 
pletely eliminates the necessity of | 
using the clutch pedal or shift lever. 
This exposition is expected to in- 
duce the driver to echo the Olds- 
mobile 1941 slogan, “Styled to Lead 

-Built to Last.” 


Quotas Again Raised 


Oldsmobile enters its 43rd year of 
business with a sales objective of 
225,000 cars for the next 12 months, 
which would represent an increase 
f about 20 per cent over the 1940 
nodel year, when it enjoyed an all- 
time peak. While the industry was 
gaining 29 per cent, Oldsmobile 
forged ahead to the tune of 40 per 
ent Its model year sales aggre- 
gated 192,000 cars, compared with 
137,249 for the preceding period. 

Its record for the first seven 
ionths of 1940 is equally impres- 
ve. It sold 120,000 cars against 
4000 for the corresponding 1939 
eriod. Dodge, far ahead of Olds- 
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Although “conscription of indus- 
try” is authorized in the selective 
draft bill passed by the Senate, 
it is very unlikely that the provi- 
sion as drawn will be included in 
the final form of the measure. In 
the first place, there is no reason to 
that industry will fail to 
extend full cooperation in the na- 
tional defense program, and in the 
second there are ample 
through priorities in the use of ma- 
terials and transportation, which 
will enable the government to util- 
ize whatever facilities may be re- 
quired for the work of 
tion against attack. 

We regard the inclusion of the 
“draft industry” proposal in the con- 
scription bill as just another evi- 
dence of the political hocus-pocus 
with which Washington 
confusing issues and 
with the development of 
national unity. The proposal, com- 
mentators agree, included in 
the Senate bill merely as a warning 
to industry and as a threat of in- 
dustrial dictatorship in the event of 
reluctance on its part to participate 
enthusiastically in the program. It 
was a gratuitous and unnecessary 
slap at industrial leaders, all of 
whom have indicated that they are 
fully their duties as 
citizens and are prepared to fulfill 
them. 

Newspapers, 


believe 


controls, 


prepara- 


insists on 
interfering 
complete 


was 


conscious of 


radio stations and 


other media of communication have 
shown concern over the provision 
because of the reference to the 
consciption of “facilities” of all 
kinds, as well as the tools of. pro- 
duction. The idea that freedom of 
the press might be 
peace time because of alleged fail- 
ure to cooperate fully in 
defense is repugnant not only to 
publications and broadcasters, but 
to other citizens as well. It seems 
another unnecessary and futile ges- 
ture. 
The 
special 


infringed in 


national 


need for 
provisions for amortization 
of plant facilities created  specif- 
ically for defense purposes, plus the 


discussion of the 


problems involved in the establish- 
ment of equitable profits 
taxes, has revealed the difficulties 
involved in the accept- 
ance of war equipment contracts in 


excess 
which are 


advance of the enactment of proper 
legislation. In spite of these handi- 
however, manufacturers are 
going ahead with their preparations 
for the production of needed goods. 

We hope that instead of a continu- 
ance of attacks, direct and implied, 
on business and industry, our ad- 
ministrators and legislators will 
that industrialists and not 
politicians will actually produce de- 
fense materials, and that they are 
entitled to consideration and credit 
rather than the cracking of the of- 
ficial whip. 


caps, 


realize 


FTC Moves to Reform 


Since the presentation of the brief 
of the Association of National Ad- 
vertisers before the Attorney Gen- 
eral’s Committee on Administrative 
Procedure in Government Agencies, 
the Federal Trade Commission has 
already moved to eliminate in part 
one of the subjects of complaint, 
the routine 
against advertisers without also in- 
cluding the answer to the complaint 
filed by the respondent. 

The ANA pointed out in vigorous 
language the damage which 
one-sided releases frequently cause, 


release of complaints 


these 


when a company is pilloried on the 
which it has 
had no opportunity to answer, and 
if possible refute. While the FTC 
has adopted the policy of giving 
publicity to the answers, it has not 
as yet agreed to withhold publicity 
on its original complaint until the 
two can be released together, but 
at all 
cedure is a move in the right direc- 


basis of a complaint 


events the change in pro- 


tion 


There are many unfair and in- 


features of 


equitable present pro- 


ites ee 


advertisers which 
complained of by the 
ANA and have been the subject of 
editorial and 

ADVERTISING AGE 


cedures against 


have been 
news comment in 

We have the feel- 
ing that the commission is anxious 
to adopt a program which will elim- 
inate reasonable grounds for com- 
plaint, that it is 
working with 


and desirous of 
advertisers so as to 
cause the least detriment to legiti- 
this 
that continued 


advertising 


mate business. On basis we 


are confident pres- 
sure by interests for 
further reform will be followed by 
action 

The FTC, with its enormous ex- 
pansion of in the past year 


present 


powell 


or two, and its complete 
control of advertising, undoubtedly 
realizes that it cannot afford to al- 
low its zeal for advertising perfec- 
with normal and 
efforts by 


It can greatly 


tion to interfere 


legitimate promotional 
reputable companies 
improve its standing with business 
and advertising through the adop- 
tion of a few badly needed reforms 
in procedure and methods 


THE HUSBAND'S LOT IS NOT A HAPPY ONE 
oo 


Sulurda evening Post 


“Will you please stop gawking at the store windows and watch where I'm going?’ 


Ad-libbing 


Added Service 

The pretty girl shown here is 
Judy Ford, New York musical 
comedy star (“Louisiana Purchase” ) 
and a featured attraction in an 
added promotion service offered by 
the National Biscuit Company. NBC 
is not only sending Judy’s picture 
around to newspapers but is going 


one step further by enclosing a 


“suggested layout” for use in mak- 
ing up the picture and the publicity 
story. We've veered away a bit 
from the suggested layout, but per- 
haps we ought to mention that what 
she is eating is Shredded Wheat, 
with peaches. 


Carstairs Flute Club 

It takes a rather vivid imagina- 
tion to picture how ten-cent flutes 
could play an important role in a 
sales promotion program, but Car- 
stairs Brothers Distilling Company 
is enjoying marked success with the 
“Carstairs Flute Club.” There are 
thousands of members of this august 
bedy, each with his own flute and 
proclamation attesting to member- 
ship. Most of the members have 
been signed up at conventions at 
which Carstairs has a booth. Two 
pretty girls conduct the membership 
campaign, with one tooting away to 
attract attention and the other in- 
Viting passersby to enroll At a 
recent convention of sales managers 
at the Westchester Country Club, 
over 360 of 375 registered delegates 
were enrolled, and the informal ses- 
sions of the meeting were punc- 
tuated by frequent toots by amateur 
flutists. Several of the sales man- 
agers were sufficiently impressed by 
the spirit of hilarity which the Car- 
stairs’ flutes helped to create that 
they asked the company to conduct 
a membership campaign at other 
conventions in which they are inter- 
ested 


How to Save Money 
Neve! 


motion 


a dull moment in the pro- 
department of United Air 


Lines, at least in the Washington, 
D. C., branch Their latest trick 
(and a good one, too) is a handy 
pocket calculator enabling one to 
tell at a glance the respective costs 


including 


travel, 


of air and train 


savings in time, per diem expenses 
and salary hours gained. We prob- 
ably don’t need to add that the final 
figures, which can be obtained with 
a mere flick of the finger, are kind 
of partial to air travel. The gadget 
is part of a United campaign to 
cultivate government travel via air. 
Its use may be extended to other 
cities. 


House Organ Stunt 


While most house organs devote 
some space to “personalized” stories 
about employes, “Permanized Sell- 
ing,” of the Whiting-Plover Paper 
Company, Stevens Point, Wis., goes 
one step further than the usual 
story and picture. It prints a col- 
umn story about one employe each 
month, but pastes in above this an 
actual photograph of the man in 
question. The photograph is easily 
removed, either by the man or by 
his friends. 


Appliance Promotion 

A. S. Knapp, president of the 
Knapp-Monarch Company, thinks it 
is time that the minor appliance re- 
ceived its due share of promotion. 
Accordingly he has authored a 
booklet titled “A New Way to Sell,” 
designed for retail merchants and 
their salesmen. The book deals with 
selling suggestions, advice on store 
and window display and new ways 
to build monthly volume. Mr. 
Knapp holds that the small ap- 
pliance, besides standing on its own 
feet, can build “traffic” and lead to 
sales of major appliances. The 
booklet is available without charge 
on request to the company, which 
is located in St. Louis. 


You May Not Like It 


An example of modesty which 
does not often find its way into the 


advertising columns is an adver- 
tisement for the Bond Street to- 
bacco of Philip Morris, Ltd. It 


admits that “a few think this genu- 
inely aromatic pipe mixture is ter- 
rible.” The copy is bold enough, 
however, to suggest that the pipe 
smoker venture 15 cents to find out 
whether he is in the minority or 
majority 


Jottings 


The New Yorker reports that one 
cannot buy fresh orange juice in 
the Florida Building at the New 
York World's Fair. . . The National 
Leather & Shoe Finders Association 
finds that a lot of people are having 
foot trouble these days and accord- 
ingly it has expanded its efforts in 
the campaign for National Shoe 
“Check-Up” days, Sept. 9-14. 
Ferro Enamel Corporation, Cleve- 
land, is issuing “Within Our Circle,” 
a booklet serving as a “roll call” of 
all the company’s research and lab- 
oratory staffs, emphasizing its pre- 
paredness along industry’s first line 
of defense—a wealth of trained 
chemists and technologists 


ADVERTISING AGE, by any nation:| 
advertiser, or advertising agen 
executive writing on his _ busine-~s 
letterhead. 

‘No. 1707. How Sunset Magazi)e 


a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throu 


Subscribers Evaluate the Mag.- 
zines They Read. 

The Graduate School of Business; 
Stanford University, did the wo 
on this survey of the magazi 
preferences of Sunset Magazie 

The questions, whi 


subscribers. 
were designed to apply to the va: 
ous editorial features, such as fi-- 
tion, gardening, building, fo 
travel and so on, were sent to both 
men and women readers. 


No. 1708. Semi-Annual Report. 

In this bulletin, which is ad- 
dressed to its advertisers and thx 
agencies, The United States Ne, 
reports on its progress. The bulle- 
tin enumerates the extra benefits | 
subscribers through the public 
tion’s change to magazine form 
January 1, and reveals the adde 
interest shown by increased circu- 
lation and newsstand sales. 


No. 1709. Sales Geography of th: 
Pacific Coast. 

Columbia Pacific Network h 
issued this complete presentation 
market data for the Pacific Coast 
The study divides the informati: 
first into groups designated “busi- 
ness states,” representing areas in 
which Western wholesalers  dis- 
tribute merchandise, then by metro- 
politan areas, by cities and towns 
of 2,500, and by the rural areas 
The tabulaied material on popula- 
tion, radio families, and retail out- 
lets and sales, with maps showing 
sales routes and relative importance 
of each county in terms of retail 
sales, provides valuable help in 
determining West Coast sales oppor- 
tunities. 


= & 


No. 1665. Review of Business. 
The Dallas Morning News issues 
this monthly bulletin which reports 
the news of weather conditions, 
crops, retail sales and other evi- 
dences of business conditions in 
Dallas and its trading area. 


No. 1694. 
Readers. 
When the Marketing Research 
Department of Fawcett Publications 
wanted the lowdown on its men 
readers, it went, appropriately 
enough, to The Wm. J. Burns In- 
ternational Detective Agency. The 
results of the investigation are tab- 
ulated here, and cover information 
on ownership of homes and auto- 
mobiles, magazine readership, hob- 
bies, buying habits and so on. 


Fawcett Men’s Group 


No. 1677. WTAG Data. 

Radio Station WTAG, Worcester, 
Mass., has issued this file folder of 
material about its coverage, services 
and audience acceptance. Market 
data on population, income and ex- 
penditures are included. 


No. 1686. 
Gale. 


The Curtis Publishing Company 
uses the newspaper memories | 
Gimpy Gale to trace the story 0°! 
cellophane and its rapid reduc!i0! 
in cost with increased use, poin'ins 
out that the bulk of cellop ane 
advertising has been carried in Th 
Saturday Evening Post and Lavies 
Home Journal. 


The Story 


of G 


No. 1676. The Great Pacific © 0@5' 


Market. 

This folder, issued by the Sal! 
Lake Tribune-Telegram, discuss® 
the Sunday Salt Lake Tribune 


coverage of its market ares 4 
shows by means of figures and ™é@pP> 


how the Tribune’s circulation co™ J 


pletes the Pacific Coast picture. 
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“Chere’s a woman comes to 


SO SING THE HAPPY GROCERS in New York's 
Profit Half to the accompaniment of a merry jin- 


gle of coin in the cash drawer. And here's why: 


The “woman” they sing about is many, many 
women—the housewives who do the shopping for 
New York's average and above-average income 
families. These women represent 54% of all fami- 
lies in the city. They buy from 46% of all grocery 
stores in the city. They buy 60-70% of all gener 


ally advertised grocery products sold in the city. 


Naturally, then—because they are easier and 


less costly to sell; because they buy a lot and buy 


our store every single day” 


often — these women are more profitable to sell. So 


we call them the Profit Half of New York. 


And just as naturally, The New York Times 
sells in the Profit Half. A recent independent sur- 
vey shows that The Times reaches one of the 
largest audiences of housewives reached by any 
newspaper— 221,840 weekdays, 414,180 Sundays 
in New York’s Profit Half alone. * If you like 
the jingle of profits along with the boom-boom of 


volume, now is a fine time to get in touch with us. 


The New Pork Times 


ALL THE NEWS THAT'S FIT TO PRINT™ 


DETROIT-SAN FRANCISC OS ANGEL 
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Magic Numeral 
Keys Phillips 
Fall Campaign 


Bartlesville, Okla., Sept. 5.—The 
strange device, “‘30,000,000,000,” will 
be painted on the driveway of every 
Phillips service station in the coun- 
try between sundown of Sept. 19 
and sunrise of Sept. 20, challenging 
motorists to drive in and ask the 
attendant what it’s all about. The 
retailers will be happy to inform all 
and sundry that this box car num- 
eral represents the mileage ac- 
counted for by Phillips 66 motor 
oil sold thus far. 

This strategy is expected to help 
the dealers cash in on a heavy fall 
newspaper, farm paper and radio 
campaign which will run in behalf 
of Phillips 66 motor oil to the ex- 
clusion of gasoline. This forms a 
contrast with methods employed in 
summer poster advertising, when a 
bridal picture, “Together for Good,” 
and a family scene, “You Need ’em 
Both, Pa,” warned motorists that 66 
motor oil and Poly gas work best in 
double harness. 

The “30,000,000,000” story will be 
submerged in newspapers and farm 
papers, played up in radio. Illus- 
trations of infants and juveniles, 
coupled with the question type of 
headline, will dominate publication 
copy. A crying babe, for instance, 
will be nominated as “Winner in the 
Sourpuss Sweep Stakes?” “It’s hard 
to tell,” the sub-head will say, “but 
easy to pick a winning oil.” 


To Sponsor Newscasts 


Phillips will sponsor more than 
70 weekly newscasts over 14 radio 
stations, with commercials empha- 
sizing the “30,000,000,000 trouble- 
free miles” conferred by “Phillips 
Finest Quality” oil. 

Service station men have been 
groomed for the expected queries of 
motorists with six canned sales 
talks, of which the following is 
typical: 

“If you took 52,000 round trips to 
the moon in your car—that’s 30 
billion miles— you would have 
driven as far as regular users of 
Phillips 66 motor oil have driven 
with this high quality oil. You 
couldn't do this in a lifetime your- 
self, but you don’t have to because 
thousands of other drivers have 
proved it for you. Thirty billion 
miles is some record. Let me fill 
your crankcase with 66 motor oil. 
I'm sure you will like it. If you 
don’t, we will refund your money. 
We're that sure that 66 motor oil is 
that good.” 


The Phillips account is handled | 


by Lambert & Feasley, New York. 


Resigns Jensen Account 


Anderson, Davis & Platte, New 
York, has resigned the account of 
Georg Jensen Handmade Silver, 
Inc., New York. 


KAUFMANN & FABRY CO 


PONTIAC JUMPS THE GUN 


a 2 eT. ee 
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Last year you gave us 


hoe of Pontiacs 


the greatest year we ever 


° T or pede 
had ... This year we are - , 
. - 
giving you che greatest - 
cars we've ever built! e* 
oe” 


Tr do stor 1% 


a 
wait til you see what we've dowe for 4! 
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see your NEAREST 
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DEALIA 
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Typical copy in the heavy “pre-announcement" newspaper drive of Pontiac. 


This copy is seven columns by 140 lines. As the automobile manufacturers 
jockey for position in the annual sales derby considerable attention is being 
paid to pre-announcements. 


Caloric Shuns 


Utilities Except 
in Home Market 


Philadelphia, Sept. 5.—The distri- 
bution policy of the Caloric Gas 
Stove Works, of this city, is credited 
with establishment of the company 
as one of the first dozen manufac- 
turers in the field. The Caloric plan 
is to distribute through independent 
retailers, shunning utilities. A 
startling exception to this rule is 
found in its own back yard, 
Philadelphia Gas Improvement 
Company handling the Caloric line 
along with a score of others. 

The local utility has proved a 
fruitful source of suggestions for 
improvement of the product, since 
it keeps a methodical record of all 
service calls and the reason there- 
for. Caloric once ranked near the 
top. Its persistent study of the com- 


|plaint rolls and equally determined 
efforts to get at the underlying rea- 


son have lifted it clear of competi- 


the | 


——— 


tion. Today, Caloric provides the 
utility with fewer complaints than 
any other gas range which jt 
handles. 

Caloric boasts 3,000 dealers, con- 
sisting chiefly of furniture and de- 
partment stores. Those east of Chi- 
cago are served by the company 
own trucks, saving shipping charg: 
and eliminating crating costs. 0 
return trips the trucks pick up 
sheet steel at Pittsburgh. For ship- 
ments west of Chicago more orth 
dox methods are employed. 


W. E. Simler Appointed 
W. E. Simler, formerly with Cr 
well-Collier Publishing Compan, 


New York, has been appointed 
Eastern sales manager of Dial-Lit, 
radio news magazine which 


scheduled to appear Oct. 1. 


‘Resumes Horse Show Book 


Madison Square Garden Corpora- 
tion, New York, will resume publi- 
cation of the National Horse Sho, 


| Catalogue for the 57th year after 


lapse of one season. Fred Kanen 


will direct advertising. 
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AFRA Board Gets 
Wide Powers in 
Scale Parleys 


Denver, Sept. 3.—Though tran- 
scription fees and network sustain- 
ing and commercial fees were dis- 


|pledged support. 


| vention 


of the talent engaged in live broad- 
casting. The convention spent con- 
siderable time considering the prob- 
lems of smaller locals, to which it 
It approved the 
Bernard Reis report advocating 
merger of affiliated actor unions. 
Detroit was selected as the con- 
city for 1941. Lawrence 


cussed at length, no official action | Tibbett was elected national presi- 


was taken by the 37 delegates to | dent; 


the annual convention of the Ameri- 


Edward Arnold, 
president; 


vice- 
second 


first 
Margaret Speaks, 


can Federation of Radio Artists, | vice-president; Virginia Payne, third 


which ended here Saturday. Ne- 
gotiations on these scales will be re- 


sumed immediately by the national | 


office. The executive board was 
given wide powers in conducting 
these negotiations. 

Raymond Jones, executive secre- 
tary of the Chicago local, met with 
the board to map plans for enforce- 
ment of the arbitration award in 
connection with local commercial 
scales in Chicago, which takes effect 
Sept. 10. 


Mrs. Emily Holt, executive secre- | 


tary, reported that AFRA member- 
ship is now 10,500, or 80 per cent 


, vice-president; Mark Smith, 


| 
} 


| 


ular Science Monthly 


fourth 
vice-president, and Jean Hersholt, 
fifth vice-president. George Heller 
was re-elected treasurer and Alex 
McKee was elected recording sec- 
retary. 


Maher Joins Guide Group 
Ed Maher has resigned from Pop- 
to join the 
Guide Magazines as promotion man- 
ager. He was formerly with Look 
in New York and Chicago. In his 
new connection he will cover the 
New England territory as well as 
supervise promotion activities. 


Stations Study 


Possibilities of 


Launching FM Net 


14 Makers to Sell Sets: 
34 Broadcast Applica- 
tions Filed 


New York, Sept. 4.— Renewed 
activity in frequency modulation 
circles was revealed here this week 
when it was learned that 14 manu- 
facturers will market FM sets this 
fall, that 34 applications have been 
made for FM licenses, and that a 
committee has been appointed to 
investigate the possibility of a na- 
tional FM network to begin opera- 
tion one year hence. 

At least two of the manufactur- 
ers in the FM field, Stromberg-Carl- 


son Telephone Mfg. Company and 
General Electric Company, are 
‘planning to support their FM 


models with advertising campaigns. 
Stromberg-Carlson plans were re- 
vealed in these pages last week, 
while the G-E program has not been 
disclosed as yet. 

The current total of 34 applica- 
tions for FM licenses is surprisingly 
low in view of the influx that was 
expected following the decision by 
the Federal Communications Com- 
mission to give FM the green light 
as of Jan. 1, 1941. 


Applications Held Up 


FM enthusiasts explain that the 
comparatively small group of ap- 
plicants is due to the complicated 
form which the FCC adopted. 
Lengthy field tests to determine the 
extent of the area to be served, and 
proof of financial responsibility are 
two of the requirements holding up 
the expected flood of applications. 

The FCC 
ness to re-examine its requirements 
for FM licenses. Conferences on 


E! BEST SOUNDING BOARD iw ravio 


' WEAP’s New Salt-Water-Way to the World's Richest Market 


Just as the sounding board of a fine piano multiplies and 
enriches the depth and beauty of a measured chord, a 
treble run or a single sharp note, so WEAF’s new sound- 
ing board—its salt-water-way into New York—uwill 
multiply and enrich the value of your programs as they 
speed into the world’s most thickly populated area. 


From Port Washington, across Long Island Sound, over 
the East River and into the heart of New York, WEAF'’s 
new signal will come in with greater volume and greater 
clarity than ever before—a full 25 millivolts throughout 
the five boroughs. And across to Connecticut, over to New 
Jersey, down Long Island itself, WEAF’s new transmitter 
will send your programs with a vigor that will not be 
denied to any radio set. 


For salt water is the best conductor of radio waves and 
WEAF’s new transmitter location takes complete advan- 


tage of this natural phenomenon. 


Years of testing, years of experimenting ended a few 
months ago in Port Washington, Long Island. Here was 
the best spot, the one location which would endow a radio 
signal with gigantic power and deepest penetration. Here 
was the ideal situation for erecting the most modern 
50,000 watt transmitter in the whole market and for giving it 
full effectiveness in reaching that market—every last bit of it. 


And so, early in October WEAF will broadcast its 
1 great programs—the finest on the air—across radio's best 


and advertisers alike. 


sounding board, providing unequalled service to listeners 


WEAt New York... 50,000 Watts...660 Kzlocycles 


Key station of the NBC Red Network—the network most people listen to most 


has expressed willing- | 


_ and North Western Railway. 
_ ceeds Charles R. Custer, 


CHANGES FIELD 


ts 


From automotive to railroad advertising 
was the step taken by Harry W. Frier. 
assistant advertising manager of De 
Soto, who has been named manager of 
the advertising department of Chicago 
He suc- 
who has re- 
tired after more than 50 years’ service. 


the subject will be held by the Com- 


mission in conjunction with the Na- 
tional Association of Broadcasters 
and the National Independent 
Broadcasters. Simplification of the 
form will be the aim of their dis- 


, cussions. 


| New 


Although FM leaders had hoped 
originally to be able to establish a 
national network this year, indica- 
tions now are that it will be at least 
another year before such a chain 
can begin operations. The estab- 
lishment of a group of stations and 
the sale of a considerable number of 
FM receiving sets will have to pre- 
cede organization of a network. 

Network possibilities were 
cussed last week by 25 leading 
broadcasters who were called to a 
Chicago meeting by John Shepard 
3d, president of the Yankee Net- 
work and of FM Broadcasters, Inc. 
A seven-man committee, with Mr. 
Shepard as chairman and Herbert L. 
Pettey, manager of Station WHN, 
York, secretary-treasurer, 
was set up. 


dis- 


as 


Will Explore Possibilities 


The committee will explore the 
projected network venture, and will 
select some competent man to draft 
a report covering all aspects of the 
subject. Among the questions to 
be decided is whether a national 
network should be started at the 
outset or whether service should be 
attempted only in certain areas. 

That FM has attained the status 
of an industry was attested this 
week when it was learned the field 
will have its own business 
paper. F. A. Skelton announced at 
Newton, Mass., that he will publish 
the first issue of FM Magazine on 
Oct. 10. It will be issued monthly 
and circulated among _ stations, 
manufacturers, wholesalers, and 
jobbers. M. B. Sleeper will be 
editor. 


soon 


LABELin¢ 


EVER READY'S FREE BULLETIN MAKES 
TELLING THE CONSUMER” EASY! 


TEAR OFF AND ATTACH TO LETTERHEAD. 


NAME 


Ever Ready LABEL Corporation 


141B East 25th St. New York, N.Y 
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Co-Op Catalog Shows How 


Movement Is Progressing 


Trademarked, Adver- 
tised Goods Get Some 
Hard Knocks in Volume 


Kansas City, Mo., Sept. 5—The 
advertising or merchandising man 
who still thinks of consumer co- 


operatives in terms of gas stations 
patronized by a few farmers, 


or | 


small grocery stores whose custom- | 


ers consist mostly of long-haired 
college professors and _ associated 
crackpots, can get a real insight into 
the present status of the cooperative 
movement in this country from a 
perusal of the 1940-41 


appliance | 


catalog just published by Consum- | 


ers Cooperative Association of North 
Kansas City. 
Not that the catalog is especially 


pretentious, but its 40 pages, includ- | 


ing a decorative three-color cover, 


contain plenty of material for 
thought. 
The catalog is “No. 740,” and! 


deals only with appliances, a bewil- 
dering supply of appliances for the 


home and farm being shown. But 
the back cover forgets about specific 
products long enough to tell a story, 
in pictures and captions, which is 
highly indicative of what the future 
holds for consumer co-ops, as vis- 
ualized by this cooperative whole- 
sale enterprise. 


How It Grew 


“Only slightly larger than a two- 
car garage,” says the caption under 
a picture of the organization’s orig- 
inal plant, occupied in 1929. In con- 
trast, the next picture shows the 
substantial plant which is the or- 
ganization’s headquarters now, with 
this significant explanation: 

“CCA’s new plant, occupied in 
1935, was once owned by a private 
oil company that refused CCA’s or- 
ders for raw materials, considering 
them ‘too small’!” 

In quick order come four more 
pictures, reporting CCA’s experi- 
ences in the oil and petroleum field. 
“From the beginning CCA com- 
pounded its own lubricating oils,” 
says the first caption. “More than a 
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million gallons of oil a year now 
carry the Co-op trademark, a sym- 
bol of quality to 120,000 consum- 
ers.” 

“In 13 months CCA’s grease plant 
paid for itself,’ proclaims the next 
caption. “Consumers can build fac- 
tories for others, by patronizing 
others, or build factories for them- 
selves by patronizing their own 
co-ops.” 

“This paint plant paid for itself 
in six months, proving a third time 
consumers can and should manufac- 
ture for themselves, 
plant out of savings and end up 
owning the plant, debt-free,” ex- 
plains the third caption. 


Refinery in Operation 


The last photograph shows the oil 
refinery built by the Cooperative 
Refinery Association and the Co- 
operative Pipe Line Association at 


Philipsburg, Kan.,—the first co-op | 
refinery in the United States, and. 


the first co-op pipe line in the 
world—which went into operation 
Jan. 1 of this year. 

In addition to the products made 
in these plants, all of which are sold 
under the Co-op label, the catalog 
reports the following items available 
under that label: 

Co-op fly spray, made by the or- 


ganization; Co-op tires and tubes, | 


THE NBC 

FARM & 
HOME 
HOUR 


originated and 


sponsored 
since 1928 by 
the National 
Broadcasting 
Company, in 
cooperation 
with the U.S. 
Department of 
Agriculture, is 
recognized as 
the Farmers’ 


own program . 


ae 
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* The finest schedule of daytime programs in the world — including the 
famous NBC FARM AND HOME HOUR-—will unquestionably attract the great- 
est number of farm and rural listeners in any market. 


50,000 WATTS—670 KC. CHICAGO 
KEY STATION OF NBC RED WETWORK 
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The CO-OP trade-mark is available on 


me CO-OP Peacine Wire, Beefing cnt Stew 
menafactarss for (CA and other een 


An interesting idea of the growth of cooperatives in this country is presented in 
this reproduction of the back cover of a 40-page appliance catalog just issued 


by Consumers Cooperative Association of North Kansas City. 


The first picture 


shows the organization's original headquarters in 1929—"'only slightly larger than 

a two-car garage’'—and next to it its present headquarters—''once owned by a 

private oil company that refused CCA's orders for raw materials, considering 
them ‘too small.’ " 


| batteries, auto accessories, manufac- 

tured to specifications for National 
Cooperatives, Inc., a federation of 
(13 cooperative wholesales in the 
| United States and Canada; Co-op 
anti-freeze, packaged by CCA; Co- 
op fencing, wire, roofing and steel, 
|manufactured for CCA; Co-op 
|} shingles, manufactured for CCA; 
| Co-op groceries, approximately 450 
|items packed to specifications; Co- 
|}op household appliances, manufac- 
tured to specifications. 


Slaps at Advertising 


| Of special interest to advertisers 
|}and merchandising men is the page 
| which gives “the story back of the 
Co-op label.” 

| “Co-op is not just another trade- 
| mark,” this page explains. “There's 
no other trademark like it in Amer- 
j}ica. For this trademark is _ not 
owned by manufacturers or dis- 
| tributors, but by consumers—by 
|consumers organized to operate 
their own cooperative business en- 
terprises. The Co-op is a trademark 
| with a difference, because the co- 
ops are a different kind of business. 
“Compare a cooperative with an 


| ordinary’ profit-making business, 
| and you'll know why the Co-op la- 
bel has to be different. A private- 
| profit business is owned by one 
man, or a small number of men or- 
ganized as a company. Their pur- 


pose is to sell goods to othe: 
people — not themselves — and to 
make money from those sales. A 


co-op is owned by the customers 
Any customer may become a part 
owner. It is the purpose of the cus- 
tomer-owners to get the best goods 
possible for themselves, and to get 
those goods at reasonable prices. At 
the end of the year the ‘profits’ 
they've made—in selling to them- 
selves—they divide up in proportion 
to their purchases.” 

Under the heading, “Nationa! 
Contracts vs. National Advertising,” 
the booklet says: 

“When National Cooperatives, a 

(Continued on Page 27) 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 
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INSTITUTIONAL 


Things about soup making ~ 


vou may not have 


heard of - 


One of a series of institutional adver- 
tisements for Campbell Soup Company 
now running in newspapers in the com- 
pany’s home market. Much of the 
material included, such as the disclosure 
here that the company maintains its 
own manicurist to care for the hands 
of workers, would seem to provide ex- 
cellent material for more widespread 
advertising to consumers. 


Dairy Committee 


OK’s Plans of 
Lord & Thomas 


Five States Provide Ini- 
tial Funds; Others Ex- 
pected to Join 


Chicago, Sept. 3.—With the objec- 
tive of stepping up the sale of but- 
ter, cheese, milk and ice cream, the 
executive committee of the Ameri- 
can Dairy Association, representing 
ten Middle West and Western dairy 
producing states and eight national 
dairy associations, has approved a 
$250,000 cooperative dairy product 
advertising program submitted by 
Lord & Thomas, Chicago. The adver- 
tising is scheduled to begin early 
in October, preceded by extensive 
merchandising service at retail out- 
lets the latter part of September. 
This is the initial phase of the long 
anticipated dairy product advertis- 
ing campaign. 


Use Newspapers, Radio 

The general all-over plan of the 
campaign consists of a combination 
of newspaper space and radio spots 
supplemented with intensive and 
wide-spread point-of-sale merchan- 
dising in selective markets. Eighteen 
newspapers and 27 radio stations in 
twelve key markets will carry the 
advertising through a schedule of 34 
week Merchandising emphasis 
will be placed on butter and cheese 
n food markets. while 


1 Eastern 
A | s 1 , 


butter, cheese, milk and ice cream 
will be promoted in markets of 
participating states. Merchandising 
service men will be used to convert 
the advertising expenditures into 
the greatest possible sale of dairy 
products. 

The markets most likely to be 
selected are: Philadelphia, Boston, 
Detroit, St. Louis, Chicago, St. 
Paul, Minneapolis, Milwaukee, Des 
Moines, Seattle, Great Falls and 
Bismarck. The promotional proce- 
dure used in the cooperative adver- 
tising and merchandising of Sunkist 
oranges and other agricultural prod- 
ucts will be the merchandising plan 
followed in this initial dairy product 
drive. Results of the advertising in 
the selected markets will be care- 
fully checked so that contributing 


dairy producers will have definite 
information as to the effectiveness 
of the advertising campaign. 


Richards As Coordinator 


Following the meeting, Dan T. 
Carlson, president of the American 
Dairy Association, announced the 
appointment of Owen M. Richards 
as advertising director. Mr. Rich- 
ards, under the direction of the 
Association’s advertising sub-com- 
mittee, will have the responsibility 
of supervising the campaign and 
coordinating the merchandising 
activities in the key markets. Head- 
quarters are to be opened in Chi- 
cago shortly. 

Dairy producers in Wisconsin, 
Iowa, Minnesota, Washington and 
Montana are providing the initial 


advertising fund. California, North 
Dakota, Illinois, Kansas and South 
Dakota will have funds available in 
the near future. Indiana, Nebraska, 
Oregon, Ohio, Missouri, Utah and 
Michigan have. indicated wide- 
spread interest and are making 
preparations to participate in the 
movement to promote increased 
consumption of dairy products. 


KGLU Joins NBC 

KGLU, Safford, Ariz., an affiliate 
of the Arizona Broadcasting Com- 
pany, has joined the NBC network 
KYCA, Prescott, Ariz., has become 
affiliated with the Arizona Broad- 
casting Company. KTAR, Phoenix, 
Ariz., also a member of the com- 
pany, is constructing a new trans- 
mitter building. 


Retains “Flower” Theme 

Schenley Distillers Corporation, 
New York, will continue the full- 
color “flower” campaign, launched 
in June for Old Schenley whisky, 
during the autumn and winter sea- 
son. Copy in four magazines car- 
ries the slogan, “What every wo- 
man wants to know about a man.” 
According to S. D. Hesse, advertis- 
ing director, several thousand re- 
quests for full-color reprints of the 
advertisements have been received 
Brown & Thomas, New York, is the 
agency. 


Joins Tenney, Woodward 


Clayton A. MacNaughton, for- 
merly with Crowell-Collier Pub- 
lishing Company, has joined the 
Chicago sales staff of Tenney, 
Woodward & Conklin. 


Only a Good Leader Has Followers 
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home economists’ teaching and 


\ data notebooks 


\ll pages are perforated so that 
R educational articles may be re- 
moved and classified according to 


subject matter in standard &8'4” by 
11” files 


NEWS - FACTS - FEATURES 


Largest guaranteed national audited circulation 
Lowest rate per page per thousand 
Complete editorial coverage 


Exclusive student section 


copy of the September issue and take 


The September issue of Hhat's New im 
ENGRAVING COMPANY lome Economics is the largest issue in 
volume of advertising pages ever run im 
any Home Economics publication. That 
is why one of the most prominent ad 
vertising agencies in the country m gi 


advantage of today’s popular form) of 
promotion to the Consumer through thr 


@ STERLING QUALITY Photo- 
engraving in Color Process, Black 
and White, Ben Day and Line 


Home lLeonomist 
We offer you the cooperation of our 


Home Eeonomics staff, experimental 


ing us an exclusive contract for then 

© WET PROOFING on Four Ciay- client remarked. “Only a good leader kitchens, and laboratories in the plan 

sn 4-Color Proofing has followers and we want our client = ™ng of vour future Home lconomics 
: . sa campaigns ne of our salesmen o1 
leading with the leader ampaigns. ‘ 

@ DAY AND NIGHT SERVICE Send for our “Bulletin of True Facts.” staff graduate Home Economists will 
circulation statement, rate cards, and be glad to conter with you on request 


Tow YF 


WHAT’S NEW IN HOME ECONOMICS 
Published by Harvey and Howe, Inc. 


Executive Offices: 919 North Michigan Avenue, Chicago, ilinois. 
NEW YORK OFFICE PRACTICE HOUSE SAN FRANCISCO OFFICE 


N. Michigan Ave Blanchard-Nichols, Inc 
122 East 42nd Street 300 ichigan Av 100 Bush Street 


< 304 EAST 45th STREET 
oe 


Delaware 1155 


LOS ANGELES OFFICE 
Blanchard-Nichols, Inc 
Pershing Square Bldg 


Lexington 2-6910 Chicago. Iilinor Garfield 8930 Michigan 3466 
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Exclusive cafeteria section 


Exclusive manufacturers’ educational literature 
section 


Special consumer education articles 
Phenomenal coupon results 


Editorial department maintaining a ‘practice 
house,” experimental kitchens, and labora- 
tories 


read 
What's New in Home Economics 
regularly each month than any 


More Home _ Economists 


other Home Economics publica- 
tion. 
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DOMESTICS AND BEDDING— 60% 


The Tribune is the daily buying guide of Chicago's 
largest constant audience of women. Knowing this, 
Chicago department stores in 1939 spent in the Tribune 
60% of their total appropriations for advertising 
domestics and bedding in Chicago newspapers. 


so an . iw. 
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WOMEN’S SHOES— 617% INFANTS’ WEAR— 537 


Because the Tribune gets greater buying action from Chicago department stores know that the Tribune 
women, Chicago department stores and specialty shops reaches Chicago's largest constant women audience. 
during 1939 placed in the Tribune 61% of their total Consequently, during 1939, these retailers awarded 
expenditures for advertising women's shoes in Chicago the Tribune 53% of the money they,expended for 
newspapers. infants’ wear newspaper advertising. 


Tribune general advertising rates per 100,000 
circulation are among the lowest in America 


Total net 
paid circulation now in 
excess of 1,000,000 
every day of the week 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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WOMEN’S CLOTHING—65% 


Chicago’s department stores and specialty shops 
recognize the Tribune’s powerful ‘‘way with 
women.’ That’s why, in 1939, they placed sixty- 
five per cent of their newspaper appropriations 
for advertising women’s clothing in this one news- 
paper. If you have a product to sell to women 
in the Chicago market, do as Chicago retailers 
do... put the Tribune at the top of your list. 
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ADVERTISING AGE 


September 9, 1940 


Voice of the Advertiser 


This department is a reader's forum. 


Not a Laxative 


To the Editor: There must be 
something radically wrong with the 
Alka-Seltzer advertising. 

In looking over a copy of ADVER- 
TISING AGE, received this morning, 
I find that when the laxative ban 
was put on the networks, only ac- 
counts that had been on the air 
before this policy was pronounced 
such as Miles Laboratories, Inc. pro- 
gram for Alka-Seltzer, were 
tained. 

Alka-Seltzer is not a laxative and 
it has never been advertised as such. 
As a matter of fact, I suppose we 
have spent around a million dollars 
in radio time and advertising space, 
to inform the public that Alka- 
Seltzer is non-laxative. We evi- 


re- 


dently made a pretty complete fail- | 


ure in getting this point across. 
H. S. THOMPSON, 


Advertising Manager, Miles 
Laboratories, Inc., Elkhart, Ind. 
“Ss 


Legal Aspects of 
Flag in Advertising 

To the Editor: Every book on ad- 
vertising law that I have ever read 
has been clear and emphatic in stat- 
ing that it is illegal for anyone ex- 


cept the U. S. government or flag | 


vendors to use the American flag | 
in advertising. 
Since the war scare started, I 


have frequently seen this law vio- 
lated. 
Are these violators being taken to 
task or 
wink at the statute? 
Bos GRAHAM, 
Gray & Rogers, Philadelphia. 
y,vy 

[Editor’s Note: Mr. Graham's let- 
ter raises a point frequently raised 
by advertisers and agencies. Last 
month, in answer to a query on this 
subject, ADVERTISING AGE Librarian 
E. C. Hall covered the subject as 
follows: 

“About five years ago we made a 
survey of the situation covering the 


use of the American flag in adver- | 


tising, and reported the findings in 
ADVERTISING AGE Dec. 30, 1935. 

“Quoting an official of the 
Office Department: ‘There are no 
postal laws prohibiting reproduc- 
tions such as you describe. 
is a federal statute prohibiting the 
use of the flag in the District 
Columbia for advertising purposes, 
and many of the states have passed 
laws of similar character.’ 

“We found that 43 states prohib- 
ited use of their own emblems and 
of the United States flag in adver- 
tising. However, a query sent to a 
number of state officials showed 
that in only two instances had the 
state law been carried to the state 
supreme court for testing. Accord- 
ing to the story, there were less than 
half a dozen instances of prosecu- 
tion under these laws in lower 
courts of any state.’’] 


Post 


v v v 
Finds Legal Study 
of Practical Value 

To the Editor: Starting on Page 
21 of your Aug. 19 issue you have 
a very fine article by Harry Hibsch- 
man entitled, “Watch Your Picture 
Material.” 

Will you please send me 25 copies 
of the Aug. 19 issue, billing us, of 
course, for whatever they are worth. 
We intend to place these in the 
hands of the buyers of photography 
in the General Motors companies 
and advertising agencies, as well as 
some others with whom we do busi- 
ness 

Should it be impossible for you 
these 


to provide copies, can you 
send two copies, so that we can 
make a paste-up of the complete 
article for reproduction 


And keep up the good work. Such 
articles are a real contribution to 
advertising 
L. M. THOMPSON, 
Manager, G M Illustrative 
Studio, General Motors Cor- 
poration, Detroit 
| Editor's Note 


Dr. Hibschman’s 


oe 
a a 


The latest proof is enclosed. | 


is it the current fashion to | 


/and 
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FLAG IN ADVERTISING 


ALABAMA labor 
Holds With No“Ism’s” 


but AMERICANJ SM” 


LABAMA baber behewes in 
A. American Way.” That's 
because \inhame isher i pre 
domonantly \mentean alone 
patie born, eenerally of 
Angle Saxon extraction. rend) 
sedan swe for industral employ 
mont soteliwent aad toy atm per 
formance @f tts work 
Drenpite the rapid indus 
trealicotien of the state in 
recent years, \iatbmma has. 


copecnally on rarad counties 


eotwrets 


a barge over supply of Labor 
vhoch & willing and anx 
tots to enter industry at 
fauw wages (es the head of 
one here industry, cunphes 
ing 1800 men and havin 
branches throughout the 
sorkd, amerted recently 
from hes experience 
Alabama is the finest 
lator market in the TS 4 
tn many varied f) pes of 
sndestry wn textele mille 
the rutsber industry, chem 
cal process plants iron and 
vteel manufactures, paper 


\ 


mills — Alabama nativels | 
hor hes demonstrated that ( 
it has superior energy and 
capacity to acquire and ap 
ply whilts. 

All industrial authorities | 
aaree that in the future. | 
good babor and good baler 
retatens are goung to play 
an tmcreasingly important 
part in plant operations 
In Alabama, you'll find 
treet hy 


‘T*7E aston ) ALABAMA 


It has almost disappeared in the repro- 
duction, but this advertisement has an 
American flag for its background, thus 
raising the question of law and propriety. 


authoritative and intensely prac- 
tical articles on various phases of 
advertising and publishing law ap- 
pear regularly in the pages of Ap- 
VERTISING AGE. Beginning in next 
week's issue, Dr. Hibschman will 
discuss one of the most interesting 
important of all advertising- 
legal questions, in the first of three 
articles on “Ideas—How They Can- 
not Be Protected, How They Can 
Be Protected, and How to Protect 
Oneself Against Lawsuits Over 
Them.” } 
7 = 2 


The Band Concert 
Is Still Going Strong 


There | 


To the Editor: 
been around. 

... And I think it’s the guy who’s 
been burying American traditions. 
Whether our soup companies want 
to believe it or not, the Band Con- 
cert is still very much alive. I 
just came from one. 

And the gay lively leader had a 
crew I'll long remember. . . the red- 
headed Irish drummer, tough and 
grinning (he took great pride in his 
mighty socks at the bass drum) .. . 
the trombones ripping and roaring 
and occasionally giving up a deli- 


. . Somebody ain't 


cious slide that would make the 
crowd roar and the chubby 
white haired man in the last row, 


bursting forth, “I Want a Playmate” 
in his shining golden trumpet 

and silver fingered flutist playing a 
trilly ad lib with the whole band 
watching and grinning and hoping 
like hell he would make a mistake 
and knowing damn well he wouldn't. 
Yes, sir, this gang was very, very 
much alive, and so was the audience 
that hummed, tapped and thrilled 
all thru it. 

And over on the side, stood the 
sweating cop swinging his club 
in that peculiar Baltimore twist... . 
only this time doing it in perfect 
rhythm with a Vic Herbert number, 
and the dusky next to me who un- 
draped himself from a tree to clap 
like hell for an American Sketch, 
“Down South,” and his five little 
kids back of him doing a fancy job 
with their feet to the tune of Pink 
Lady and the tune-hungry 
crowd finding much food in encore 
“God Bless America” and the 
dreamy eyed gals who would look 
at the stars as the woodwinds took 


over on the waltzes and the 
whole clean, healthy, American 
crowd out for a tuneful eve- 
a sie 


Letters are welcome. 


ning ... something they could sit 
back and drink in, something sooth- 
ing to the ear, something that their 
grandparents did fifty years 
and something about which one of 
my shiny-desk confreres wants to 
obituate about. 

The Heinz plugger wants to bury 
the Band Concert along with the 
Strawberry Festival and the Satur- 
day Nite bath. But brother, whether 
it got a four-color national obitch 
or not, IT AIN’T DEAD! People 
crowd the bandstand just as they 
did fifty years ago, and a Sousa 
March is just as stirring now as 
jever. They set the feet atappin’ 
and people seem damn glad to tap 
‘without the bother of a shouldered 
gun. 
| With its proud, freshly painted 
| sign hanging right out in front, the 
“Municipal Band” is a present day 
tradition and pleasure, and will re- 
|sent being buried. So come out of 
your ultra 20th century surround- 
‘ings, Mr. Heinz plugger, and you'll 
find that Americans are still the 


ago, | 


same .. . they still like bands, and 
as long as tapping feet are popular, 
“Our Uirector” and “Poet and Peas- 
ant,” et al will not be limited to 
rainy day auditions on attic-dusty 
phonographs. 


They get a workout every eve- 


ning. RICHARD P. KERR, 
The Joseph Katz Company, 
Baltimore. 


7, FF 
Not Everyone Wants 
“Timeless Literature” 

To the Editor: There are no flies 
on your Mr. Robinson here in the 
New York office. We rejoice at his 
alacrity in following up the con- 
fusion aroused by our mayor when 
the latter blasted forth the other 
day. 

We provided a statement of fact 
and some opinion for Mr. Robinson 
which I hope he will use, with 
others, to the best possible advan- 
tage. 

The Fawcett organization is not 
a purveyor of smut or a delver in 
pristine nudes or lurid sex rites. 
Born of common clay in the hard 
working Northwest we feel our- 
selves reasonably constituted to 
publish periodical literature for the 
millions of people whose circum- 
scribed lives do not permit an ex- 
haustive understanding of the At- 


lantic Monthly and other of the 
periodicals in higher literary zones 

There will always be a market 
among girls in factories or behind 
basement counters and among th: 
men who fill our cars with gasolin: 
or move our furniture—there wil 
be a market among them for litera- 
ture they understand and which i: 
simple language provides an inter- 
esting escape. Is it not better that 
this responsibility be vested in mer 
of character and that these men bi 
permitted to wax strong so that they 
may become, in due right, economi 
units rather than “alleged fugitive 
from justice’’? 

Eviott D. ODELL, 


Advertising Director, Fawcett 
Publications, Inc., New York. 
v v v 

Comments 


To the Editor: Hope you don’t 
object to a slight bubbling over’ 
The response from your Bank ot! 
America story in the Aug. 19 issue 
exceeded our rosiest expectations 
Evidently ADVERTISING AGE is de- 
voured on sight as we have already 
received a number of letters, phone 
and personal calls with reference to 
this story. 

Mrs. GEORGIA FRIEDMANN, 

Chas. R. Stuart, Advertising, 

San Francisco. 


in SALES ABILITY 


Closing the books for the 1939 fiscal year, the House 


WNAX 


of Gurney (Nursery) found that . . 


Produced .. 
Resultingin . . 
Totalling . . .. 


Coming from 
Every One of the 


In the Five States 


- - the only station used: 


194,987 catalogue inquiries* 
78,251 orders 
$240,277.00 in sales 


401 counties 
North Dakota 


South Dakota 

Minnesota 

Nebraska 

lowa 

These are championship returns—proof that WNAX has the 


coverage and the sales ability to do a cash register ringing job for 
you. We'll be happy to send you county count maps on request. 


*The number of inquiries covers two selling seasons 
but the number of orders and volume of sales apply 
to the 1939 selling season only. 


A Cowles Station — 5,000 Watts L. S. — 1,000 Watts Night — CBS — Rep. by The Katz Age'\cy 


api STATION WAX 570 on THE 01Al 


Studios-WNAX Building, Yankton - Orpheum Building, Sioux City 
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ADVERTISING AGE 


ON DEFENSE 


50,000,000 Frenchmen can be wrong . . . 
AND WERE! 


Full-page advertisement of Warner & 
Swasey in Cleveland papers last week, 
pointing to the inherent dangers of 
“taking life easy" and reporting that 
the company is not only working three 
shifts a day, but has built two additions 
to its plant to supply the government 
with turret lathes. 


Broken Column 


Rule Technique 
Widely Varied 


Milwaukee, Sept. 5.—The broken 
column rule technique of newspa- 
pers comes under the category of 
the horseman who galloped off in 
all directions in that 21 or 31 news- 
papers surveyed by the Oklahoman 
and Times reported that they accept 
advertisements which break column 
rules and then proceeded to modify 
that answer in a wide choice of 
particulars. The whole story is told 
by O. C. Brown, advertising man- 
ager of the Oklahoman and Times, 
in the September issue of “What's 
with the Newspaper Adver- 
tising Executives Association, Inc. 

Here, for instance, are indicated 
varieties of “acceptance” of the 
B.C.R.: six papers require the ad- 


New ” 


vertising to be as many inches deep | 


as columns wide; five papers have 
no definite space or layout require- 
ments; four papers insist that the 
advertiser conform to the general 
pyramid style; three papers reserve 
the right to refuse freaky layouts; 
three papers have definite space 
requirements set according to the 
number of columns in the ad; one 
reserves the right to regulate size 
and layout but has no hard and 
fest rules; one limits broken column 
rule ads to one-half page. 

Other modified acceptances were: 


One allows as many inches deep as 


columns wide with the exception of | 


one inch, which may be two columns 
Wide; one requires a minimum of 
100 inches to the page for B.C.R. 
ids; one specifies that such adver- 
Usements cannot appear above the 


fold on the left hand side of the 
> 
RD 
k 
- 
9 
cL 
NS 


lepresentative 


John J. Gillin, Jr., Mgr. 
ohn Blair C Re 


page; one requires B.C.R. advertise- 
ments to occupy space equivalent 
to a six column advertisement which 
conforms to regular column rules: 
one requires that the total linage 
of the entire advertisement must be 
more than the total over-all re- 
quirements of a regular advertise- 
ment of the same number of col- 
umns; one limits this type of copy 
to the Sunday society section; one 
specifies that no island positions are 
allowed, and one requires B.C.R. 
advertisements to adhere to regular 
make-up style and stipulated sizes. 

In answer to the question, “Do 
you charge an increased rate for 
this type of advertising?”, 16 said 
no, one replied the national rate 
and four gave no answer. 

Twelve replies 


said no to the 


question, “Have accounts increased 
space as a result of your accepting 
broken rule copy?’. Three said 
accounts have increased space and 
six gave no answer. 

*“Make-up difficulties and the fact 
that a full-page could be domi- 
nated by a relatively small adver- 
tisement seem to be the main rea- 
sons for newspapers refusing to use 
broken column rule,” writes Mr. 
Brown. “Of the ten newspapers 
which do not accept broken column 
rule technique four were afraid of 
allowing a small advertisement to 
dominate the page, while six fore- 
saw make-up difficulties too great 
to warrant such advertising.” 

Finally there was a general feel- 
ing among the newspapers that the 
broken rule technique was a fad 


the difficulties of which were more 
theoretical than real. 


Olympic Woos Students 

Olympic Knitwear, Inc., New 
York, is supplementing its current 
campaign with a series of insertions 
in college publications for its Tish- 
U-Knit sweaters. Copy emphasizes 
the “collegiate” styles. Hicks Ad- 
vertising Agency, New York, is in 
charge. 


Cormier to WHN 


Al Cormier has joined Station 
WHN, New York, to handle both 
New York and Philadelphia ac- 
counts. He was formerly vice- 
president of Hearst Radio and 
manager of WINS. Prior to that he 
was vice-president of WIP, Phila- 
delphia. 


Grayson Opens Agency 
Specializing in food accounts, Carl 
M. Grayson, formerly manager of 
the Food & Grocery Bureau of 
Southern California, has opened an 
agency bearing his name at 1489 
W. Washington street, Los Angeles. 


McCracken to Buxton 

Henry O. McCracken has been 
appointed advertising manager of 
Buxton, Inc., Springfield, Mass. He 


was formerly with Eddy-Rucker- 
Nichols, Ine., Cambridge, Mass., 
agency. 


Appoints Riordan 

Young’s Market Company, Los 
Angeles, has placed its advertising 
account with John H. Riordan 
Company, Los Angeles. News- 
papers will be used. 


a 


Do they really read it ... or do they just subscribe? Is it must reading or just another 


magazine? ... To get a line on this important point two sample surveys were made— 


one in Connecticut, the other in Pennsylvania. 


THE UNITED STATES NEWS were asked: 


... In each survey 200 subscribers to 


“What do you consider the most important 
magazine published in the U. S. today?” 


Here’s how the votes came in: 


CONNECTICUT 


PENNSYLVANIA 


THE UNITED 


MAGAZINE B 


MAGAZINE © 


MAGAZINE D 


MAGAZINE E 


STATES NEWS .... 2 


13 


~t 


MAGAZINE B 


MAGAZINE © 


MAGAZINE D 


MAGAZINE EF 


THE UNITED STATES NEWS... . 32 


THE FASTEST MAGAZINE ON NATIONAL AFFAIRS 


News of 
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Reported by the 


The Battle of Heating 

Tired of being outsold four or 
five to one in the home heating 
field, the radiator heating interests 
are preparing to do battle with the 
hot air and so-called “air condi- 
tioning” heating industry. The call 
to arms was sounded in the August 
Plumbing & Heating Business by 
an article entitled “‘Let’s Have Some 
Militant Selling Against Hot Air.” | 

Although, the article asserts, ra- | 
diator heat is still the most efficient 
and most scientifically adequate 
means of achieving warmth in cold 
weather, the hot air people stole| 
the market by seizing the enticing | 
term “air conditioning” and apply- 
ing it to their particular method of 
heating. While the improvements 
in hot air heating have been 
marked, nevertheless they do not 
provide air conditioning in the true 
sense of the term and now the pub- 
lic must be made to distinguish be- 
tween air conditioning and mere 
heating. 


The Business Digest 
Significant Developments in Trade and Industry as 


Edited by RALPH O. McGRAW 


The radiator people tried unsuc- 
cessfully back in 1935 to change 


Business Press 


the situation by offering what is 
known as a split system of air con- 
ditioning, but the combination was 
so expensive as to be completely 
out of the hot air class. It pro- 
poses now to attack from a differ- 
ent angle. 

“It is apparent today,” the ar- 
ticle declares, “that the industry is 
ready to compete with hot air on a 
more realistic basis. Today every- 
one knows that you can’t compete 


| committee 


|of 


with phony air conditioning by of-| 


fering real air 
double the price. 


conditioning 


a standardized radiator heating job 
for specific types of houses. 
of the Heating, Piping 
& Air Conditioning Contractors Na- 
tional Association is designing a 
standard radiator heat installation 
for the small house which can be 
nationally advertised and sold any- 
where in the United States for $240. 


Highways Through Swamps 
The first 
operation 
Everglades, 
marshland 
struction 
is now 


major road _ building 
through the _ Florida 
America’s greatest 
area, since the con- 
of the Tamiami Trail 
nearing completion. One 
the interesting features. of 
this project, according to Engi- 
neering News-Record for Aug. 29, 
is that the road actually is noth- 


at|ing more than a rockfill in a muck 
Instead, modern |trench which was 
tactics are first to expose the un-|rock. 


excavated to 
Instead of the more familiar 


scientific nature of the alleged hot| grading machines used on highway 
air ‘air conditioning’; then to dem- | construction projects, major equip- 
onstrate that a home with a good|ment used on this road was drag- 


radiator heating 
need to have its air separately fil- 


tered and circulated; and finally to | huge 
offer a modern radiator system at decayed 


a competitive price.” 


The publication will publish a| At 


series of articles 
the problem may be solved. 
meantime, it points out, some con- 


tractors are succeeding by offering 


system doesn’t/line excavators and drillboats. 


The Everglades are essentially a 
rocksaucer filled with the 
vegetation of ages, on 


| * 
|which grows saw grass and flags. 


high water the muck bed is 


grass and flags. The muck, which 
is zero to 10 feet deep to rock, is 


WFOY is a Bonus 
For National Advertisers. 
Using Station WMBR... 


WEOY has a positive in- 
terest for you because it is a bonus 
station for national advertisers who 


schedule WMBR, Jacksonville, for 


their broadeasts. 


Together WMBR and WFOY give 
dominant coverage of Florida’s 
richest year-round market —Jackson- 
ville and its trading territory, 

With these two stations you cover 


he «a yh 
now sha Sarl! 
rou ‘ plorida jorida- «As 
Fou get \ ack 1o \ le Flor e 
» be ule 


v a i a i not 


NAME_ 


A LITTLE BIT 


OF FLORIDA FOR YOU! 


If you'd like to test the legend of Florida sand, 
send the coupon below: 
Mr. Frank M. King, Pres. 
Station WMBR 
Jacksonville, Florida 
Please send me some sand from the beach 
where Ponce de Leon landed. 


STREET 
CITY 


11.3% more people from Savannah to 
Daytona Beach at 14.3% lower cost. 
Yet you pay only for WMBR, basic 


Florida station for 


the Columbia 


Broadcasting System. WFOY is a 


BONUS! 


broadcasts. 


keep you coming back!...and back!... 
and back! to this eager, responsive 
market. 


Representatives: 


CHICAGO 


NEW YORK 


Put some Florida sand in 
your advertising shoes by scheduling 
these two stations for fall and winter 
The increased sales will 


and an 


PAUL H. 
DETROLT 


live 285.233 people with 18.700 radio homes. 
this territory more than $30,000,000 are being 
spent for construction of a great naval Air Base 
irmy 
subsistence expenditures for these bases will 
soon exceed $2,100,000 per month. 
free-spending market can be blanketed through 
only one radio channel — WMBR and WEOY. 


REACHING HUGE 
NATIONAL DEFENSE 
PAYROLLS 


Within the half-millivolt line of WMIBR-WFOY 


In 


training center. Payrolls and 


This rich. 


RAYMER COMPANY 
SAN FRANCISCO 


LOS ANGELES 


suggesting how|submerged and the water appears | 
In the/in the pools and ponds among the 


,always soft and, except for occa- 
And a) 


sional hummocks, is dry only in its 
top part. Essentially, the construc- 
tion of this new swampland road 
has consisted of excavating to rock, 
filling the trench with rockfill, after 
which the rock surface is scarified, 
shaped, rolled and water bound, and 
given a tar primer to bond a single 
bituminous treatment with a stone 
cover. 

The new road is 69 miles long and 
runs from South Bay on Lake Okee- 
chobee south to connections with 
entrance roads to Miami and Fort 
Lauderdale. 


Synthetic Aviation Fuel 

With the recent installation of a 
huge synthetic fuel blending or 
hydro plant at the Standard Oil 


|Company of California’s refinery at 


Richmond, Cal., the long-awaited 
advent of hydrogenated aviation 
fuel may shortly be expected to be- 
come a reality, James P. Eames, 
aeronautical engineer, points out in 
the September Aero Digest. The 
development is the outcome of 
extensive research into the possi- 
| bilities offered by the employment 
|of hydrogenated gasolines as air- 
|craft engine fuels. 

The product used for blending 
with the standard aviation gasoline 
stocks in this case is formed by the 
synthesis of natural gases with the 
unsaturated gaseous’ by-products 
developed during gasoline cracking 
operations. Theoretically, its char- 
acteristics include the possession of 
an octane rating number of 93 
(practically comparable with that of 
the leading existing aviation gaso- 
lines), and, it is claimed, a flash 
point which is maintained within 
the conservative value of 127°F. 
Notwithstanding this safety charac- 
teristic hydrogenated aviation fuel 
is capable of being employed with 
values of compression as high as 7:1. 

There is some hazard involved in 
the production process of these fuel 


blends, but they are guarded against | 
‘by the installation of suitable alarms. | 


Slow Industrial Development 
Handicaps Agriculture 

Analysis of some of the popula- 
tion trends revealed by the 1940 
|decennial census indicate that cer- 
jtain industrial dislocations are re- 
tarding the mechanization of agri- 
culture, H. E. Everett, editor, Imple- 
ment & Tractor, asserts in his Aug. 
|31 issue. For many decades, he 
|Says, in fact, since improved farm 
machinery has enabled the agricul- 
/tural worker to produce more than 
is required for his individual sub- 
sistence, the workers released from 
the farms have gone to the cities 
where they have found employment 
in growing industries. 


during the 1930’s this population 


However, 


trend was arrested, and agricultura] 
population increased in the same 
ratio as urban. Total farm popu- 
lation is now more than 32,000,000, 
or a gain of approximately two 
million persons since 1930, and 
not due primarily to any back-t 
the-farm movement, according 
Mr. Everett’s observations. 

It is evident, the editor says, that 

agriculture cannot mechanize for 
lower production costs until indus- 
try is able to expand as in the past 
to employ those no longer need«d 
on the farms. The present cond:- 
tions affect that part of the farm 
population in the ages of early 
maturity, the ages most desirable 
for employment when industry is 
,expanding. Their inability to leave 
the farms at the proper age muy 
‘continue to effect a surplus agr'- 
|cultural population. 
Enabling industry to expand, ‘o 
|relieve the back pressure’ upon 
‘agriculture, is one of the nation’s 
most pressing economic problems, 
las Mr. Everett views it, and from 
its solution he believes can come 
much of the economic relief now 
sought by agriculture. 


| 


Seasoning of Lumber 

Chemical aid in seasoning lumber, 
for several years the subject of 
laboratory experimentation and field 
tests, now is being used commer- 
cially by several lumber producers, 
| Furniture Age for September re- 
| ports. The chemical agent found 
|most satisfactory for this purpose, 
according to an official of the du 
Pont companies, is synthetic crystal 
urea, a product already widely used 
in fertilizers, resins, and for many 
|other purposes. 
| The process is now being used 
| successfully on Douglas fir, hemlock, 
and cypress. Studies are being con- 
ducted with a view to its use on 
‘maple, oak, beech, walnut, birch, 
and other woods, but more remains 
| to be done before definite recom- 
|mendations can be made as to the 
best methods of treating these 
| woods, the publication points out 


Appoints Stebbins 

American Medicinal Products, 
Los Angeles, has appointed Barton 
A. Stebbins to handle its account 


EVENING COURSES IN 
MARKETING 
PRINCIPLES OF MARKETING 
SALES AND MARKET ANALYSIS 
RETAIL STORE MANAGEMENT 
SALESMANSHIP 
ADVERTISING PROCEDURE 


Classes Start September 17 


Instructors are business executives. 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE + CHICAGO - CERTRAL 6787 


MYRON J 


Broadcasting 
| the News 


BENNETT 


| - Daily over 
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» FOR NEWSPAPERS Ss. oO. Plans Grid Show currently sponsored by Procter & is heard daily from 9:45 to 10 a. m. 
] A teste dallety dete ott te | Helen Hayes ty Gamble Company, beginning Oct. 3 | over 18 CBS stations. 

‘ broadcast this fall by Standard Oil | aoe Ghee ae oe oo Switch Dorothy Thompson 
ss Company of Indiana over KSTP, St. . ew set-up, rogram Wl e , ;' 
) ADVERTIONNS Paul, ona the Minnesota and Arrow- | Have Air Theater heard Thursday from 10:15 to 10:45). napeemn yereggenr sil Associa- 
; is head networks. Just prior to each | p. m. over 68 CBS stations. Newell- | @°", Inc., which will sponsot 
UNFAIR University of Minnesota game, be- | Emmett Company has the account. | Dorothy Thompson in a news broad- 
ginning at 1:30 p. m., there will be | ba cast, has taken a different time for 
s TO CATS a gaged = after the game there for Lipton Tea Wahl Renews the commentator. Formerly sched- 
0 , o o- > Tro , > . 2AY . ~ rativa 
pte Rigg AP pence aa ae | Wahl Company has _ renewed erect galled ge Png ges 
gram will star Halsey Hall, sports New York, Sept. 3—Thomas J.|“Take It or Leave It” and has 7:45 x : iy NBC Blue ot 
aps yet ony gene announcer, and Leonard Leigh’s | Lipton, Inc., will sponsor “Helen |expanded the network for the quiz | ‘’ ag nl ‘* oe ; ss i pen - 
: — orchestra. Hayes Theater,” beginning Sept. 29, | program from three to 52 stations, og te — . ing, nase we anaene 
t Oly csmalty 8 he dacartnd, when | a a program featuring the actress in | beginning Sept. 22. The show has e heard 4 _ from vllgy a 
ed Watts Forms Agency original and stage plays, and dra- | been on the air since April, when a Pag yn yess te = d aa 
i | FA. Watts, executive vice-presi- matizations of motion pictures, | it was launched on 27 stations. The bowed ye cialis tenes dak Ponca 
n ‘dent, Chappelow Advertising Com- |'™€gazine stories and novels. The | network was changed to three July ldstermined. Stockton-West-Burk- 
pany, St. Louis, has formed Watts | new program, in behalf of the com-/|6. The program is heard Sunday enh tn tek aaeney : 
Advertising Company to succeed pany’s tea, will be aired Sunday |from 10 to 10:30 p. m. through the |“ ; . ot 
S ete) ne ee Chappelow. The change is due to from 8 to 8:30 p. m. over 64 stations | Biow Co. | 7 lia 
m ADVERTISING PAYS YOU the ill health of B. E. Chappelow, | of the Columbia Broadcasting Sys- : ‘Publisher Names Agency 
,who has been president. te E Wie Ford Program Renewed . : 
» = | em through Young & Rubicam. M. Barrows & Co., New York pub- 
# The Advertising Club of Boston made | me caer : Ford Motor Company has renewed | lisher, has appointed Jasper, Lynch 
pe _g- . a ge Pre Greenspan Appoints New Clapp Serial the “Ford Sunday Evening Hour,” |& Fishel, New York, to handle its 
0 caer Wad, t ae adicaied tek th Greenspan Brothers, Perth Am-| Harold H. Clapp, Inc., will launch which will return to the air Sept. SCeOuEN. Newspapers and business 
on boy, N. J., has appointed A. W.|, new serial, “Mother o’ Mine.” for |29, replacing the “Ford Summer | P@Pers are being used to promote 

n’s Lewin Company, Inc., Newark, t0| it, baby food Sept. 30. The pro-| Hour.” The musical program is | “7S Barrows list of home economics 
as handle its advertising on Flagstaff its baby food Sept. sv. = pe ee —_oy publications. 
mS, New Momentum food products. Newspapers and | 8'@™ will be heard daily from 4 to | heard Sunday from 9 to 10 p. m. canadien 
om posters will be used. |4:15 p. m. over 66 stations of the | Ver ee, Robbins to Garfinkel 
me for National saineiaieantaliaiinis ‘Blue network of the National |& Son has the account. - 
Ow Miss Sale to BAC Broadcasting Company. Young & Setehe Qe f-—9 ' a Advertising 

Newspaper Week Miss Virginia Sale, director of Rubicam is the agency. 4 aaneiniod o> ts hw pe 3 taeda te 

publicity for the Buffalo Chamber| Chesterfield Takes Prof. Quiz | CUdahy Packing Company has | the Anatole Robbins Sales Corpora- 

New York, Sept. 5—The News-| or Commerce, has resigned to be- / ; jrenewed “Bachelor’s Children,’ | tion, Hollywood cosmetic neatine- 

er, paper Association Managers, Inc.,| eome publicity director for the | Liggett & Myers Tobacco Com- | heard in behalf of Old Dutch clean- | turer. A liquid- makeup will be the 
of which first proposed National News-| Buffalo Athletic Club. |pany will sponsor “Professor Quiz,” |ser, effective Sept. 23. The serial | object of the first campaign. 

ield paper Week, Oct. 1-8, is discovering | 
ler- that the entire daily press of the| 
ers, country is behind the idea. Even) 
re- the American Association of Adver- 
und tising Agencies is cooperating in the | 
ose, publishers’ new _ public relations 
du § program. 
stal Newspaper weeks have been ob- 
ised served in Pennsylvania, California | 
any } and a few other states for several 

, years. The experiences of publish- | 

ised ers in those states have been put) pad King 
ock. on file and are available for emula- | 
“one tion. The committee in charge, | 
ae headed by William N. Hardy, | 
rch, § Pennsylvania Newspaper Publishers’ | S PUNCH THAT COUN ty 

nine | Association, Harrisburg, is empha- | 

wy ) sizing the value of local activities 
the | during the week. 
aes | Many syndicates will provide ma- 
it terial for the week, the list includ- 

ing the Chicago Tribune-New York 

News, Meyer Both Service, News- 
\ paper Enterprise Association, and | 
Metro Associated Services. 

ce ; Lee A. White, Detroit News, is 

nt credited with the most striking 

a summary of the need for concerted 

effort: 

N “We must admit an extraordinary 
fact—that the most pervasive and 
effectual agency of communication 
yet developed by man has fallen 
short of its opportunity and its obli- 
gation to develop an understanding 
relationship between itself and its 

7 public. 

es. “We have permitted the public to 


misconstrue its own precious free- 
dom of inquiry and expression as a 


787 doubtful and dangerous license, 
bestowed on us by _ shortsighted 
— forefathers. 
“We have allowed our motives, 


manners and methods to be misin- 
terpreted. 

“Our sins of commission are nu- 
merous enough, but our sins of 
omission are too numerous. to 
catalog.” 


A POWERFUL PUNCH will win a boxing match. In 


| finish and fe§l, command respect and attention.. 
| your printed advertising it’s the punch in the first im- 
| 


.and 


do so for les money. Ask your printer for printed 


pression that will win your prospects’ attention and samples of KLAERFECT and HYFECT: Then note the 


make sales. Step up the first-impression acceptance of 


DEPENDABLE 
MARKET 
RESEARCH 
TABULATING 


Complete facilities and long ex- 


uniform strength\ opacity and printability. Because of 


your next circular, brochure or catalogue with Kimberly- these qualities, KLRERFECT-HYFECT papers help reduce 


R Clark low-cost book papers... KLEERFECT* and HYFECT*. overall printing costs. Ask your printer's bid on your 


Here are two papers which, because of their color, next printing job using: 


perience enable us to meet the 
exacting demands of agencies, 


publishers and marketing analysts. 


FREE Booklet 


Write today for your copy of the 
free booklet, 


Research.” 


= 0 Ss @ CAN. 
PAT. OFF. 

CITY « STRENGTH 

OLOR AND FINISH 


Machine Processed for UNIFORMITY « O 
PRINTABILITY . INK AFFINITY . 


“Economy in Market REG U 5.8 CAN PAT. OFF, 


> (ee 


KIMBERLY-CLARK CORPORATION »« NEENAH, WISCONSIN 


New Yor« — 122 East 42nd Street 
Curcaco — 8 South Michigan Avenue 
Los Ancertes — 510 West Sixth Street 


RECORDING & STATISTICAL CORP. 
2 Maiden Lane, New York. N. Y. 


DETROIT 
TORONTO 


CHIC Established 1872 
NTREAL '- *Reg. U.S. & Can. Pat. OF. 
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Westinghouse to 
Create Traffic 
with New Game 


Mansfield, O., Sept. 5.—With engi- 
neers giving it what it regards as 
the most complete and efficient line 
of home appliances in its long his- 
tory the merchandising division of 
Westinghouse Electric & Mfg. Com- 
pany preparing to launch a fall 
campaign that will do full justice 
to its opportunities. Magazines, 
newspapers and radio will be used. 

One of the assignments entrusted 
to newspapers and radio is to popu- 
larize a new game. While Westing- 


1S 


WATCH PREMIERE OF "RAMPARTS WE WATCH" 


Two Comic Groups 
Offer New Units, 
Frequency Rates 


New York, Sept. 5.—Publishers of 
the Pacific Comic Group and Cen- 
tral Comic Group have adopted the 
principle of greater flexibility in 
space sizes and _ substantial fre- 
quency discounts, Daniel E. Moran, 
president, Newspaper Groups, Inc., 
announced today. The Central 
Comic Group was formed Sept. 1 
with eight members and a ninth to 
be added Jan. 1. 

Under the new _ set-up, both 
groups will offer quarter and third 
pages in addition to the standard 
full and half-page units. In addi- 
tion, the Pacific Comic Group has 
made available a three-inch four- 


— 


The Houston Chronicle becomes 
member Jan. 1. 

The Pacific Comic Group is « 
prised of the Los Angeles Tin 
Long Beach Press-Telegram, § 
Diego Union, San Francisco Chri 
icle, Sacramento Bee, Oakland T 
bune, Fresno Bee, Portland Jour 
Seattle Times and Spokane Spok: 
man-Review. Comics are carried 
Sunday editions by all except thy 
Sacramento Bee, which uses 1}, 
Saturday issue for this purpose 


Banker on Board 
of Detroit Agency 


Frank P. Boynton, of the inve-:- 
ment banking house of Ba! 
Simonds & Co., has been elected a 
director of Whipple & Black Adve. - 
tising Company, Detroit. 

Kenneth B. Crawford, preside t 
of the agency, said this move wou 4 


house is not interested in amuse- a é » inaction. of “The Ramparta We Wateh” to feslen Wh Qoeue of color strip and this unit will shortly strengthen service, which incluc R 
ment per se, it wants this device to Time peace: cath 6 hme ¥0 y eva the Seaton. tal to dalt, Ghedd Van- be offered by the Central Comic pot gelled — magn n 
become the rage of the country. It pe Hy nana of Time's Boston office; Louis de Rechemont, publisher oy Group. Both groups offer discounts ao es amen wd ; po ja 
will offer the game to the public March of Time: Clarence Stowell, who plays a Congressman in the film; for 4, 13, and 26 insertions, the ’ . sng ancing 
for ten cents by mail, free at the William J. MacDonald, Time's Boston sales manager; and Sheldon Luce, assistant minimum being 2.5 per cent, the 

dealer’s store. The alternatives will secretary of Time, Inc. maximum, 7.5 per cent. 

be presented on “Musical Ameri- The Central Comic Group is PHOT 8x10 10 Cc 
cana,” the radio program, as well Fray-Mershon to McCarty Jean Maclean Moves made up of the Cincinnati Enquirer, | 


as in the dailies. Fray-Mershon, Inc., Glendale, Jean Maclean, handling vitamin ee ae News, Use actual Pa oo usp ple direct 
Babe Tells Story Cal., has appointed the McCarty B-1, manna plant food and other his Cc aan a a re ge a jen Pin Mong BO MH 
oP ' Company, Los Angeles, to handle its| horticultural and garden items, has P'S ©ommercia’ Appeal, New Ur | Just send us a photo and we will do the rest 

Magazine advertising will take a jqvertising. The company makes moved from Des Moines to Bridge- leans Times - Picayune, Omaha “ Send for ggg ig Figg Engh P 

different tack. The common de- 42; stoppers. ton, Ind. World-Herald and Toledo Times. | Sommere . : x Bo 

nominator will be the likeness of a 

crowing 19-month-old baby, which, 

in various poses, will suggest “more ra 

free time for mothers” by means of / 

“The leisure line of electric home i 

appliances.” Collier’s, Liberty, Life 

and The Saturday Evening Post 

are on the schedule. 


Heading the line for fall is a fully 
automatic pop-up toaster, which, 
thermostatically controlled, is priced 
at $12.95. A new vacuum cleaner, 
“The Captain,” will share the pro- 
motion spotlight. It boasts 
empty” tabs which make the task 
of emptying dirt painless. A com- 
plete laundry equipment advertising 
program hinges on a “Value Visual- 
izer,”’ an easel presentation which 
turns the most inexperienced retail 


‘easy- 


salesman into an expert. ‘“Super- 
market refrigeration” is another 
graphic phrase coined to describe 
the company’s new ice box and its 
five zones of cold. 

Westinghouse household appli- 


ances are generously represented in 
the stock carried by an automobile 
trailer which took to the road this 
week headed for rural communities. 
Small motors and auxiliary equip- 


ment needed by the farmer are also | 


included, however. The trailer 
first cover Northern states, then 
drift South as cold weather begins 
to blanket the territory north of the 
Ohio River. 


Carbona Plans Drive 

Fall magazine advertising of Car- 
bona Products Company, New York, 
will co-feature Carbona Soapless 
Lather and Carbona cleaning fluid. 
The Soapless Lather is used in 
cleaning such things as rugs and 
upholstery, and has been advertised 
heretofore only on car cards. Bus 
and railway advertising for both 
products will be continued, through 
E. T. Howard Company, New York. 


will 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


During the last 12 months these advertisers have talked to dealers through The Progressive Grocer: 


Allied Store Utilities Co. 
American Can Co, 
American Cranberry Exchange 
American Duplex Co., Inc. 
Am-rican Fruit Growers 
American Home Magazine 
American Maize Products Co. 
American Meat Institute 
American Pop Corn Co. 
American Products Company 
American Safety Razor Co. 
American Slicing Machine Co. 
American Sugar Refining Co. 
American Wire Form Co, 
Anheuser-Busch, Inc. 
Armour & Co. 
Armstrong Cork Co. 
Atlantic Service Corp, 
Automatic Gas Steam 
Radiator Co. 


Wm. G. Bell Co. 

Bemis Bro. Bag Co, 

Best Foods, Inc. 

Black Flag Co. 

Boss Manufacturing Co. 

A. S. Boyle Co. 

Brazil Nut Assn. 

Brunner yg Co. 
FE. O. Bulman Mig. 

Joseph Burnett Co. 
Burroughs Adding Machine Co. 


California Fruit Growers 
Exchange 
California Lima Bean Association 
California Olive Packers 
, alifornia Packing Corp 
California Prune & Apricot 
Growers 
California Walnut Growers 
Association 
Campbell Soup Co. 
Canada Dry Ginger Ale, Inc. 
Canned Salmon Industry 
Carrier Corp. 
Celotex Corp. 
Chappel Bros., Inc. 
Chevrolet Motor Co. 
Christian Science Monitor 
Church & Dwight Co., Inc 
Cincinnati Time Recorder Co. 
Clamp-Swing Pricing Co. 
H. H,. Clapp Co. 
Clorox Chemical Co. 
Coca-Cola Co. 
Colgate-Palmolive-Peet Co. 
Colonial Art Co., Inc. 
Columbus Showcase Co 
Corn Products Refining Co 


Cranberry Canners, Inc. 
Cream of Wheat Corp. 
Crown Cork & Seal Co. 
Cube Steak Machine Co. 
Cudahy Packing Co. 


Curtis Refrigerating Machine Co. 


B. Davis Sales Co. 


Dovige Division, Chrysler Corp. 


. 1. DuPont de Nemours 
“s Co., Inc. 


Emm-An-Cee Co, 
C. E. Erickson Co, 
Esdorn Lumber Co, 
EZ Sinew Puller 


Flako Products Corp. 
Frank H. Fleer Corp. 
Florida Citrus Comm. 
Folding Basket Carrier Co, 
Ford Motor Co. 

Ed Friedrich Sales Corp. 
Frick & Co. 

Frigidaire Corp. 

Fruit Dispatch Co. 


General Electric Co. 
General Foods Corp. 
General Refrigeration Corp. 
General Seafoods Corp. 
Gerber Products Co. 

Glad Rag Products Corp. 
Glass Container Ass'n. 
Globe Slicing Machine Co. 
Good Housekeeping 
Gorton-Pew Fisheries Co., Ltd. 
Griffin Manufacturing Co. 


Hawaiian Pineapple Co. 
Hazel-Atlas Glass Co. 
Hecker Products Corp, 

H. J. Heinz Co. 

G. F. Heublein & Bro. 

C. V. Hill & Co., Inc. 
Hobart Manufacturing Co. 
Geo. A. Hormel & Co. 
Hygienic Products Co. 
Hygrade Sylvania Corp. 


International Cellucotton 
Products Co. 
International Harvester Co. 
International Salt Co. 
Ivanhoe Foods, Inc. 


Japan Canned Crab Packers 
& Exporters Association 
Jergens-Woodbury Sales Corp. 


“The ‘Junket’ Folks” 


Kawneer Company 
Kellogg Co. 
Kingan & Co. 
Knox Gelatine Co. 
Koch Refrigerators 
Kraft Cheese Co. 


Ladies’ Home Journal 
Lamont, Corliss & Co. 

Lever Bros. Co. 

Libby, McNeill & Libby 
Libbey-Owens-Ford Glass Co. 
Life Magazine 

Lyon Metal Products Co., Inc. 
McCray Refrigerator Co. 
Ronald Meyer Popcorn Co. 
Midway Chemical Co. 
Minnesota Mining & Mfg. Co. 
Minnesota Valley Canning Co. 
John Morrell & Co. 

Morton Salt Co. 


Nash-Kelvinator Corp. 

National Cash Register Co. 

National Association of Ice 
Industries 

National Oats Co. 

National School of Meat 
Cutting, Inc. 

National Sugar Refining Co. 
ot! 


Nehi Corp. 


Oakite Products Co., 
O'Cedar Corp. 
Oval Wood Dish Corp. 


Inc. 


Pabst Sales Co. 

Pacific Coast Borax Co. 

Pan American Coffee Bureau 
Parent's Magazine 

Patent Cereals Co. 
Pepsi-Cola Co. 

C. L. Percival Co. 

Perkins Products Co. 
Pillsbury Flour Mills Co. 
Pittsburgh-Erie Saw Corp. 
Pittsburgh Plate Glass Corp. 
Pompeian Olive Oil Corp. 
Procter & Gamble Co 

Prune Growers of California 


Quaker Oats Co. 


Ralston Purina Co. 
Remington Rand, Inc. 
Reid, Murdoch & Co. 
Richmond-Chase Co. 


Rio Grande Valley Citrus 
Exchange 

Rotospeed Co. 

Rumford Chemical Works 


Saturday Evening Post 
Sealright Co., Inc. 
Security Account Register Co. 
Seeger Refrigerator Co. 
Seminole Paper Co. 
Shamrock Fold-Away Basket Co. 
Sherer-Gillett Co. 
Showcarder, Inc. 
L. C. Smith-Corona 
Typewriters, Inc. 
Snider Packing Corp. 
Socony Vacuum Co. 
Sprague, Warner & Co. 
Stanco Distributors, Inc. 
Standard Brands, Inc 
Sutherland Paper Co 
Swift & Co. 
Switzerland Cheese Ass'n 


Tanglefoot Co. 

Tea Bureau 

Tested Papers of America, I+ 
Testor Cement Co. 

Toledo Scale Co. 

Tupman Thurlow Sales Co 
Tyler Fixture Corp 


Union Starch & Refining Co 
United States Rubber Co. 
United Steel & Wire Co. 
U.S. Slicing Machine Co. 


Victor Adding Machine Co. 
Victoria Paper Mills Co. 
Visking Corp. 


Wabash Appliance Corp. 

Walker's Austex Chile Co 

G. Washington Coffee 
Refining Co. 

Washington State Apple A 

Welch Grape Juice Co 

Wesson Oil & Snowdritt 5a 

Westgate Sea Products ©o 

Westinghouse Flectric & M 

W heatena Corp. 

White Rabbit Bye Co 

Wilbert Products Co 

Will & Baumer Candle (« 

Worcester Salt Co. 

J. A. Wright & Co. 

Wm. Wrigley Jr., Co. 


Zouri Store Fronts 
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Opens Personnel Service 


John Ranson has opened offices 
at 4 E. 43rd street, New York, spe- 
cializing in the placement of per- 
sonnel in all branches of advertis- 
ing, merchandising and publishing. 
He was Eastern advertising man- 
iger of American Magazine for 20 
years and was previously with the 
New York office of N. W. Ayer & 


Son. 


Seagram Names Wheelock 

Seagram Distillers Corporation, 
New York, has appointed Ward 
Wheelock Company, New York, to 
handle advertising of Seagram 7 
Crown, Ancient Bottle gin and V. O. 
Canadian whisky, in addition to 
Seagram 5 Crown. 


Exposition Names Olian 

The Brewing Materials and 
Equipment Exposition, to be held 
in St. Louis, Oct. 19-25, has ap- 
pointed Olian Advertising Com- 
pany, St. Louis, to direct its adver- 
tising. 


FR EE with your 

first Order 
Jer and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S $ Spe- 
cial Frisket Cement, $3.50 per gal. 


RUBBER CEMENT CO. 


4 Y38 No Halsted St. CHICAGO, ILL 


Del Monte Gives 
Dealer Calendar 
of Advertising 


Also Tells Him Why 
He Should Beware of 
Substitution 


San Francisco, Sept. 5.—After a 
bombardment of retail grocers by 
direct mail, California Packing 
Corporation today released in 
broadside form its fall portfolio, 
containing a complete retail mer- 
chandising calendar for the dealer, 
and reproductions of the magazine 
copy featured by “conversation-ac- 
tion” strips. 

One of these strips will appear in 
every advertisement. The portfolio 
presents them as “selling the grocer 
and his store.” Since the story 
always tells the disappointments of 
the housewife who tried another 
brand, the moral is plain both for 
the retailer and the lay reader. One 
such scene is picked up at the store: 

“Mary: Well, Mr. Peterson, that 
can of pears didn’t turn out so well 


at our house last night. My hus- 
band knew right away they weren't 
Del Monte; and I didn’t like them 
at all. e said, ‘Tell Peterson next 
time he is out of the Del Monte fruit 
you want, to send some other Del 
Monte fruit but never any other 
brand. And then he handed you 
a fine compliment by adding, ‘Peter- 
son’s a good enough business man 
to know that the only way to keep 
a good customer satisfied is 
give her what she wants.’ ” 
Explains the Reason 
Peterson explains as_ follows: 
“Thank you very much, Mrs. Smith. 
I appreciate your husband's good 
opinion as much as his business 
and tell him what’s more, the only 
reason he can’t get any important 
Del Monte variety here at any time 
is because I have lots of other good 
customers that are just as insistent 
on Del Monte as he is—and I may 
happen to be out of stock.” 
The Del Monte calendar for 
retailer carries him from Sept. 8 to 
Jan. 26. It is presented in tabular 
form, one column listing dates, an- 
other the Del Monte variety fea- 
tured and a third, the publication 
carrying the advertising. Inside 
pages reproduce the copy in full- 
color. A supplementary page lists 
the store display material available 
for each product Most of this 


to 


the 


material is available from local rep- 
resentatives. 

The fall campaign for Del Monte 
is introduced as the “Fall Round- 
Up,” and initial copy shows tiny 
cowboys rolling huge cans of Del 
Monte products into “Rancho 
Chuckhouse.” The magazine sched- 
ule includes American Home, The 
American Weekly, Better Homes & 
Gardens, Good Housekeeping, 
Household Magazine, Ladies’ Home 
Journal, Life, McCall's, This Week, 


True Story, and Woman's Home 
Companion. All copy will be in 
color. 


Newspapers to be used are Co- 
lumbus Dispatch, Denver Post, Des 
Moimes Register, Fort Worth Star- 
Telegram, Louisville Courier-Jour- 
nal, New York Times, Oklahoma 
City Oklahoman, Salt Lake City 
Tribune and Tulsa World. McCann- 
Erickson, Inc., is the agency 


Brown-Forman Ups Three 


Brown-Forman Distillers 
ration, Louisville, has 
R. W. Moorhead Jr., from. sales 
promotional manager to assistant 
secretary and advertising manager, 
John B. Lappin from Central sales 
manager to controller of sales, and 
H. B. McKelvey from Ohio state 
district manager to Central sales 
manager with headquarters in Chi- 
Caro 


Corpo- 
promoted 


AT TH 


... THEY DON'T NEGLECT THE DEALER! 


So far this year grocery product manufacturers have bunched more money on trade 


advertising than at any time in history. And with reason: Today there are more big, 


alert food markets than ever before. Competition hits with sledge hammers. Success 


comes most surely to products that weld the push of the dealer to the pull of the consumer. 


Grocery manufacturers know this. They know the retailer's two great powers: 


by display, suggestion, and advertising in his store to make a product's sales boom, 


or by neglect to let sales idle at ordinary levels. And they realize that the printed 


word helps to win dealers as well as housewives. 


Which is why you now find more than 200 advertisers using bigger space and 


infinitely better advertising in The Progressive Grocer than you'd have dreamed of 


10 years ago. These companies are wisely spending dollars, lots of them, on art work, 


copy, and typography to turn out advertising that does justice to the job's importance. 


This advertising gets full effect because it hits the right audience in The Progressive 


Grocer: the 75,000 key people in the national distribution of foods and groceries. 


They include the top food stores in every community in the United States, the major 


executives in all important food chain organizations, all the full-line wholesalers, 


and the important brokers who handle branded merchandise. 


g SWITCH - - 


THE PROGRESSIVE GROCER 


NATIONAL MAGAZINE OF THE GROCERY TRADE 


tUTTERICK BUILDING, NEW YORK @e MALLERS BUILDING, CHICAGO @e HOBART BUILDING, SAN FRANCISCO 


| set, a new non-shrinkage treatment for 


—_ 7 


ae te a oe 
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Oswald's rayon pants are disappearina, 
and so is the problem of rayon that 
shrinks, Cluett, Peabody & Co. tells re- 


tailers in this advertisement for Sanfor- 


rayon fabrics. The copy appeared last 
week in Daily News Record and the 
New York Journal of Commerce. 


Direct Mailers 
Set for Meeting 
in Atlantic City 


New York, Sept. 5.—The applica- 
tion of direct mail as a “sales mate” 
for all other advertising media will 
be the keynote of the Direct Mail 
| Advertising Association’s 23rd an- 
i/nual convention in Atlantic City, 
Oct. 2-4. Special attention will also 
be paid to the status of advertising 
during a national emergency 

Practical slants on copy prepara- 
| tion, copy industrial copy, 
|house organs and sales letters will 
| be discussed during the three-day 
meeting. Winners in the 1940 Fifty 
Direct Mail Leaders competition 
| will announced at the annual 
banquet on Oct. 4. Chalfonte-Had- 
don Hall will be convention head- 
quarters 
of the features of the meet- 
ing will be an exhibit of direct mail 
supplies and = materials. Exhibit 
space is being offered free of charge 


testing, 


be 


| One 
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Garfinkel Adds Two 


Benson Shops, a chain of 15 
hosiery and lingerie stores in south- 
ern and central California, and 
Music Shop, Inc., operating stores 
in southern California, have ap- 
pointed Sidney Garfinkel Agency, 
Los Angeles, to handle their ac- 
counts. Radio, newspapers’ and 
direct mail will be used by Music 
Shop 


“Peace Officer’’ Appoints 

Peace Officer, official publication 
of the Oklahoma Sheriffs iad Peace 
Officers Association, has appointed 
World Advertising Agency, Okla- 
homa City, as national representa- 
tive 
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FCC ANALYZES BROADCASTING STATION REVENUE, BASED ON SIZE OF COMMUNITY 
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A quick picture of the revenue structure of broadcasting stations is presented in this chart by the Federal Communications Commission, showing income items according to community size and the number of 


stations in the community. 


Note the summaries at the bottom of the chart. 
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Read these exciting words | 


| 
| 
| 


about an exciting new book — 


“These sixteen sentences—taken to heart, to 
mind, and to memory—can transform a 
writer who merely fills white space with 
words into one whose words will fill stores 
with customers.” 
Victor O. Schwab, President, 
Schwab & Beatty, Inc. 


“Sales men as well as copy writers could 

well follow the technique he has outlined.” 
Chesser M. Conga. Advertising 
Manager, The Chicago Tribune 


Second Big Printing 
Now Ready 


HOW TO WRITE 
ADVERTISING 
THAT SELLS 


By Crype Bepetr 
524 pages, 6 x 9, $4.00 


Se 


This practical manual discusses in detail the 
problems of the advertising copy writer, the 
tools with which he works, the elements of 
selling strategy, and the methods of apply- 
ing them to produce effective ads. It gives 
special emphasis to the many rules, formulas, 
key points, etc., exemplified in successful 
advertisements, and builds up a complete 
method of approach for using these devices 
to put greatest selling power into copy. 


Every point in this book is founded on Clyde Bedell’s 
rich experience of 15 years as sales and advertising execu- 
tive with such companies as Marshall Field & Company, 

‘ Ayer & Son, 
You can use his tested methods to 


James O. McKinsey and Company, 
and Butler Brothers. 
increase the pulling power of your copy. 


SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY 
McGraw-Hill Book Co., Ine., 330 W. 42nd St., New York, N. Y. 


Send me Bedell’s How to Write Advertising That Sells for 10 days’ examination on approval. In 10 days 1 | 
I will send $4.00, plus few cents postage, or return book posépaid. (Iostage paid on orders accompanied i 


by remittance.) 


City and State.. 


: 


‘ompan Age 


eoneces pany.... , 
(Books sent on approval in U. 8. and Canada only) 


“There is real meat in this chapter for ex- 
perienced copy writers as well as for all the 
‘budding generation of advertising men and 
women,’ ” 
T. B. Freeman, President, 
Butler Brothers 


“The most comprehensive study of adver- 

tising it has been my pleasure to read.” 
Milo J. Sutliff, Vice-president 
Literary Guild of America 


“I believe that this volume may well do for 
students of advertising writing what A. T. 
Quiller-Couch’s masterly essays on the Art 
of Writing have done for students of the 
general art.” 
Nelson Doubleday, President, 
Doubleday, Doran & Company 


Some of the practical 
helps this book gives 


@ 31 selling stratagems—a complete selling 
formula, with full details and explanation 
of its use 

@ 16 touchstones of ad writing—simple but 
powerful checks for copy before it is 


released 


@ demonstration of copy writing 

® chapter on direct mail copy 

@ a key to the magic of words 

® pointers on pre-check and after-check of | 
copy, etc. 


. HOW TO WRITE 


| ADVERTISING 


| THAT 


,o0 8) 


| velopment for its exclusive use, but 


~ {| Joins Sarra in N. Y. 


Position ....... o- . veee BT 


Television in 


* 


Color Practical, | 
CBS Declares | 


New York, Sept. 3.—The Co- 
lumbia Broadcasting System broke 
its long siience as to its laboratory 
television tests last week by reveal- 
ing that it has developed a method 
by which television programs in full 


nnouncement 


+ 


color can be transmitted. James L. 
Fly, chairman of the Federal Com- 
munications Commission, witnessed 
a successful demonstration of the 
system last Thursday. 

Paul W. Kesten, CBS, vice-presi- 
dent, credited Dr. Peter C. Gold- 
mark, CBS chief television engineer 
who invented and developed the 
method, with making “the most im- 
portant contribution to the art in 
the last 15 years.” 

Just when color television will be 
available to the public is not known, 
since its availability depends upon 
the manufacture of receiving sets 
and transmitting equipment by pro- 
ducers in the television field and 
upon establishment of a commercial 
status for television by the FCC. 
CBS does not intend to keep its de- 


instead will 
all. 

In addition to reproducing colors 
of all shades, the new technique is 
said to increase the apparent defi- 
nition of the picture and to make 
small objects easier to recognize. 
Color adds depth, according to Mr. 
Kesten, and eliminates the flat qual- 
ity that many people have felt ex- 
ists in black-and-white television. 


make it available to 


Radiant Lamp Appoints 
Radiant Lamp Corporation, New- 
ark, N. J., has appointed Phillip 
Andrews & Associates, New York, 
to direct its account. Business 
papers and direct mail will be used. 


Charles Hummell, 


photographic 
illustrator, has 


joined the New 


§) York staff of Sarra, Inc. 


STEEL 


@ September 2, 1940, we issued a new advertising rate 
schedule which provides for a 15% agency commission. 
The net rates on this new “gross” card are comparable 
with our current net rates. 


g This new schedule of rates is effective for new ad- 
vertisers of record after September 2, 1940, 


q Advertisers of record prior to that date can continue 
to carry space on their present schedule of rates (dated 
September 1, 1935) to December 31, 1941. The Septem- 
ber 1, 1935 schedule of rates does not provide for an 
agency commission, 


@ There is a very definite reason for the change. The 
percentage of STEEL'S total advertising space placed 
by agencies crossed the 50% line in 1936, 
crossed the 60% line. 


It has now 

So far in 1940, approximately 
75% of new advertising has been placed by agencies. 
Hence our decision to issue a “gross” rate card to pro- 
vide agency commission, 


During the first six months of 1940, STEEL recorded a gain of 
20.4°/, in display advertising space compared with the first 
six months of 1939. This compares with an average gain 
of 10% for 79 industrial publications, including STEEL, as 
reported by Industrial Marketing. 


PRODUCTION + PROCESSING © DISTRIBUTION # USE 
ESTABLISHED t887 
CLEVELAND 


NEW YORK . PITTSBURGH e 


CHICAGO e 


LONDON 
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Co-op Catalog 
Takes Slap at 
Branded Goods 


(Continued from Page 16) 


serving approximately half a million 
families, determined to begin the 
cooperative distribution of electrical 
appliances, they did not rush into 
the market looking for nationally 
advertised (and over-priced) appli- 
ances. Instead they appointed a 
committee of trained men, men 
who know quality, to study the 
products and the factories of appli- 
ance manufacturers. 


the purchasers for the purchasers 
are also the experts’ bosses! 

“This committee spent many days 
Show 


National Electrical 


erators to bear the Co-op label. 
Only a small number of the better 
manufacturers were asked to submit 
bids. From these specifications and 
these bids the contracts were drawn 
for the manufacture of Co-op appli- 


ances. 
“The Co-op label is found only 
on superior merchandise, sturdy 


merchandise that will withstand 
hard usage and give long service. 
The manufacturers are not produc- 
ing appliances to sell at exorbitant 
prices. They are producing under 
contract to meet rigid specifications. 
Uncle Sam buys only after rigid 
tests. So does National Cooperatives. 

“Co-op appliances must not be 
judged by comparing prices with 
highly advertised goods. Tests un- 
numbered, by the government and 


by independent testing agencies, 
_ have shown that the highest prices 
may be on the poorest merchandise. 
f Nowhere is this more true than in 
the appliance market. A new ‘gad- 
get’ or ‘streamlining’ is so much 
- easier to see than sturdy materials 
and high quality workmanship!” 
= A similar vein runs through much 
of the descriptive material in the 
catalog pages, such as the lead-off 
announcement of electric refrigera- 
tors, which declares that ‘“‘compari- 
son of 9 leading makes proves 
Co-op best buy.” Despite this, one 
or two items in the catalog are ad- 
vertised under the name of the 
manufacturer, rather than under the 
Co-op label. Notable among these 
— 


are Cutler-Hammer motor controls 
and the Sunbeam Mixmaster. 


WCAE Increases Power 


its nighttime power from 1,000 to 
5,000 watts. 


WRITE for 
FREE Copy of 
MID-STATES 
LABEL DESIGN 
SEE-LEC-TOR 


No obligation. 


MID-STATES 
‘UMMED PAPER CO. 


S15 S. Damen Ave., Chicago 


trues 


federation of cooperative wholesales | 


These experts 
have nothing to gain by deceiving | 


studying the latest models at the! 
before | 
drawing specifications for the irons | 
and toasters, the vacuum sweepers | 
and washers, the ranges and refrig- | 


WCAE, Pittsburgh, has increased | 


Mann Holiner Joins | Ss . 
Benton & Bowles ‘Six M agazines 


Mann Holiner, former radio direc- on Autumn List 
tor of Lennen & Mitchell, has joined | 
Benton & Bowles to become radio | for Congoleum 
supervisor of the Hollywood office. | 
He will produce the Maxwell House| Kearney, N. J., Sept. 5.—Fall and 
program — other agency | winter advertising for Gold Seal 
“i paey aS too Benin & pegs se ——— hws os “ 
Bowles Hollywood office for the | “'* ™&sazines, according to armen 
past three years, goes to New York | @"Mounced by Congoleum - Nairn, 
as aide to Tom Revere. The Max- | Inc. today. 
well program returned to the air Although the company has added 
Sept. 5 after a month’s vacation. a new product, to be known as 
en Gold Seal Congoleum Superwear, 
to this line, copy will not mention 
the new addition, but will continue 


to promote Gold Seal Congoleum 
products in general. Consumer pro- 
motion for Superwear specifically 


Culp to Riordan 


Earl R. Culp, formerly with 
Heintz, Pickering & Co., has joined 
John H. Riordan Company, Los 
Angeles, as a vice-president. 


is expected to make its appearance 
|/next year. 

The Gold Seal Congoleum line 
,formerly consisted only of the De- 
Luxe products. Superwear brings 
|}the Gold Seal line into the lower 
price field, with a rug priced at 
$5.75, compared with approximately 
$6.75 for the DeLuxe rug. 

Full-page copy, in full color with 
illustrations, will continue to em- 
phasize four points: color, design, 
durability and ease of maintenance. 
On the schedule for September, Oc- 
tober and November are Country 
Gentleman, Ladies’ Home Journal, 
McCall’s, Progressive Farmer, True 
Story and Woman’s Home Com- 
panion. McCann - Erickson is the 
agency. 


‘WDRC’s FM on Air 


Beginning Sept. 16, the frequency 


modulation broadcasting _ station 
owned by Station WDRC, Hartford, 
Conn., and located at Meriden, 


| Conn., will go on the air with its 
own staff and programs arranged 
| especially for frequency modulation 
| broadcasts. WDRC’s FM_¥ station 
was the first of its kind to be 
licensed in the world, according to 
officials of the Hartford station. It 
has been broadcasting the programs 
of WDRC and the Columbia Broad- 
casting System for the past year. 


Agency Group to Meet 

The First Advertising Agency 
| Group will hold its annual conven- 
jtion at the Coronado Hotel, St. 
| Louis, Sept. 27-28. 
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Mr. T. wylie Kinney, 
LIFE Magazine, 
Rockefeller Center, 
New York city- 
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and help match supply and demand. | 

The canned pea 
campaign for 1940-41, as outlined 
by the Institute, includes advertis- 
ing and publicity with continuing | 
stress on industry and retail store | 
merchandising cooperation. 

Carnival Is Highlight 

The initial phase of the campaign, 

to be known as a “Canned Pea Car- 


Pea Carnival 
Will Headline 
Institute Drive 


merchandising 


. Chicago, Sept. 5—Packers of nival,” will continue from Oct. 15 
ca more than 60 per cent of the na- through Nov. 20. It will be fea- | 
ee tion’s canned peas have underwrit- tured in a four-color spread in the 


ten a nine-month merchandising 
and advertising program with move- 
ment of at least 23,000,000 cases as 
its goal, according to an announce- 
ment made here by L. S. Beale, sec- 
retary of the Canned Pea Market 
Institute. 

National magazine and point-of- 
sale newspaper advertising will fea- 
ture the campaign. 

Packers and jobbers of canned 
peas long have been advertisers and 
strong merchandisers in local “brand 
name”’ fields. 

Faced by erratic price conditions 
and a heavy pack in 1938, the in- 
dustry, stimulated by the Institute, 
launched a three-phase merchandis- 


Oct. 25 issue of Life. 


dising will again be handled by Leo 

3urnett Company. 
of the campaign will be general 
public relations, with stress on 
newspaper, magazine, and radio 
publicity, with Theodore R. Sills & 
Co., of Chicago in charge. Food 
page features of this campaign will 
be handled through the Modern Sci- 
ence Institute, Toledo. 


Wellesley Soap 


to Cory Snow 


Wellesley Soap & Chemical Com- 
pany, Newton Lower Falls, Mass., 


ing program. This consisted of |of which the Charm Products Com- 
merchandising drives in January|pany, maker and distributor of 
and March, 1939, with a National |Charm shampoo, is a subsidiary, has 


Results were immediate, with 
movements of canned peas from 
packers exceeding the 1937-38 to- 
tals coincident with the January 
drive. Sales for the entire cam- 
paign year of 1938-39 were up near- 
ly three million cases, the market 


advertising planned for 1941. 


NAA Network to Meet 
in Detroit, Sept. 21 


Mid-western members of the Na- 
tional Advertising Agency Network 
will hold a two-day regional meet- 


was stabilized and optimism re-| ing in Detroit, Sept. 21-22, immedi- 
placed pessimism as the industry |ately following the annual confer- 
went into the 1939-40 year. ence of the National Industrial 
The campaign’s results onnriet | re Association. — ae 
over into the new year with sales ly W. 4 a of Cleveland, — 
ickling of Seiler-Wolfe & 
exceeding any year prior to the! q, isaiaie Detroit, are in charge. 
initial campaign, but with a total | i 
lower than for 1938-39. This indi- 
cated, according to Mr. Beale, that Belvedere to Newhoff 
annual campaigns were needed to Belvedere Hotel, Baltimore, has 
move the maximum number of cases | 2ppointed Theodore A. Newhoff, 


Baltimore, to handle its advertising. 


selected 
| together 


newspapers is’ planned 


with direct mail. 


HUNTING & FISHING 
ao. SPORTSMAN ff 


700,000 ABC GUARANTEED 


Ferro Enamel Expands 


PF orporation, eve- 
RESULTS | Ferro Enamel C rpo at n, Cleve i 
BO ee lland, plans an expansion of its 
- moke lcolor factory for the making of 
colors used in porcelain enamel, 


than 


pottery glazes, glass, inks, plastics 
|and synthetic finishes. 


590,000 pack 


at iq af 
‘Buchanan in New Office 
Buchanan & Co., 6331 Hollywood 
| blvd., Hollywood, has opened a new 
= office at 9136 Sunset blvd., with 
John Wentworth in charge to serv- 
ice motion picture accounts. 


tes per so 


spoRTSMAN 


a 
Boston. Mos jones 
o% 


, - sll Misssmenaisle Secden Pattern in Color 
Process ee 


= 


* @ Gur MEME Peediesto tate Wateo ond fo eae 
2 earphone: walggaeaagetes ade 


) The DOT Angle Theory, Etc., Etc. 


ENGRAVERS INCORPORATED 


600 W. VAN BUREN ST., CHICAGO... HAYMARKET 8907 


Advertising and certain merchan- | 


A new feature | 


Association of Food Chains drive in | appointed Cory Snow, Inc., Boston, | 

between. Included was the indus- | ‘© handle its advertising. The — 

try’s first venture into national ad- | P@®Y_ also makes automotive clean- 
sbi’ ip ing compounds. 

vertising and merchandising. General newspaper advertising 

and direct mail is being used now 

Finds Much Response with the addition a magazine 


A campaign in class magazines, and | 


Getting Personal 


Ever since time began, 
has towered 
A couple of years ago, 
WNEW, New York, 


a landmark known as Leroy’s Hill 
750 feet above the Hudson River at Staatsburg, N. Y. 
Walter Duncan, 
acquired the hill and farm. 


vice-president of Station 
Recently he re- 


named it legally, and was applauded by his rural neighbors for his 


patriotism. 
His advertising 
confreres, how- 
ever, praised 
him for his 
business sagac- 
ity in picking 
the name of a 
major radio 
spender. Dun- 
can’s property 
is now known 
as George 
Washington 
Hill, which is 
also the name 
of the _presi- 
dent of Ameri- 
can Tobacco 
2 

The Bob 
Macleod now 
representing 
Liberty in De- 
troit is the same 
one who starred 
at halfback on 
the Dartmouth 
football team 
for the past 
three seasons. 
ball... 

H. Gregory 
Europe to make 


THEY EVIDENTLY CAUGHT SOMETHING 


We can't see the fish but we're advised this picture shows 
the preliminaries of a wall-eye pike fillet dinner during the 
recent Wisconsin fishing expedition of Lloyd R. Vivian, sales 
promotion manager for Ditzler Color Company (left), 
George G. Whitney, 

division, Borge-Warner Corporation. 


and 


advertising manager of the Norge 


He also played a better-than-fair game of basket- 


Thomas, who quit Bourjois recently, has flown to 
a two-month study of conditions relating to the sup- 


ply of raw materials needed by the American cosmetic and perfume 


industry. 


Association. 


THEY'RE TALKING ABOUT NUTS 


Katharine Fisher, 


Capt. M. Celestino, 


director, Good Housekeeping Institute; T. 
R. Schoonmaker, secretary, Brazil Nut Advertising Fund; and 
Lloyd Brasileiro Line, 
advent of a new Brazil nut season with dinner at the Brazilian 
pavilion at New York's fair. 


He will report his findings in his capacity as chairman 
of the raw materials and essential oils committee of the 
He is no stranger to Europe, 


Toilet Goods 
having studied and prac- 
ticed interna- 
tional law there 
as well as serv- 
ing as legal ad- 
viser to a South 
American dele- 
gation to the 
League of Na- 
tions. . . 

bts 
wedding after 
another in the 
family of J. M. 
Mathes, the 
agencyman., 
The next will 
be Sept. 14, 
when daughter 
Mary, a mem- 
ber of the 1940 
crop of Vassar, 


one 


celebrate the 


becomes Mrs. 

Jackson. 
Ernie Lee, v.p. of Kremer & Howard, Memphis, is recovering 
from an emergency appendectomy .. Herb Mercready, a.m., Magnus 


Chemical Co., Garwood, N. J., 


has been flying kites over 


Vermont 


mountains to while away the vacation hours. . . 


Jerome D. Barnum, 
gave his annual “farm dinner” 
Lehman of New York and Gov. 
Leverett Saltonstall of Massa- 
chusetts as speakers. Guests in- 
cluded Frank E. Gannett, head 
of the Gannett newspapers; Ed- 
ward H. Butler, publisher, and 
A. H. Kirchover, m.e. of the 
Buffalo Evening News... 

The Meldrum & Fewsmith 
agency golf team edged out the 
team of four of The Saturday 
Evening Post's Cleveland repre- 
sentatives in their third annual 
tournament, taking two out of 
three meets. Representing the 
agency were Joseph Fewsmith, 
Barclay Meldrum, Ted Morris 
and Ray Simmons while the 
Post's team consisted of Red 
Boynton, Harry Guest, Sam Ed- 
gerton and Milton Bradstreet. . . 

Andrew J. Jordan, of the 
New York Times national adver- 
tising staff, has acquired a new 
house at River Edge, N. J. . 
Justin Weddill, managing direc- 
tof of N. W. Ayer & Son of 
Great Britain, is executive 
chairman of the American 
Evacuation Committee and 
chairman of the American Am- 
bulance Association, now rais- 
ing funds to buy ambulances. . . 

G. Richard Shafto, general 
manager of WIS, Columbia, 
S. C., is convalescing from an 
operation for 
manager of the Memphis Pub. 


publisher 
at his 


acute appendicitis. . 
Co.. 
driving in the form of a refund from his insurance firm. 


of the Syracuse 


estate with 


Post-Standard, 
Gov. Herbert H. 


"WAY DOWN SOUTH 


Stephen R. Hoye, of Life's Chicago staff, 
brought this snapshot of himself, taken 
in the Andes in Venezuela, back to Chi- 
cago with him from his recent vacation. 


Enoch T. Brown, Jr., general 
recently won an award for safe 
When it 


was publicized in a newspaper advertisement it was found that Capt. 


Brown doesn't even drive his car, 


so Mrs. Brown got the refund 


Union Loses 
Fight to Bar 
Stars of Radio 


| Albany, Sept. 5—The New Y 
| State Supreme Court has _ inte 
|vened to prevent the Americ 
Federation of Musicians fr 
|carrying out its threat to fo) 
|radio stars into that organizati 
|or bar them from the air. 
| Ferdinand Pecora issued an 
staying James C. Petrillo, preside 
of the AFA, from making good | 
threat or 
The order was granted on t 
plea of a group of famous stars 


ora 


—— 


Justice 


taking retaliatory actic) 


| radio and stage, including Lawren: e 


Albe 
Spalding, Jascha Heifetz, Richa 
Crooks and others. 

| Most of these illustrious 


| tainers are members of the 


satan Gladys Swarthout, 


ente 
Ame! 
can Guild of Musical Artists. P 
| trillo ordered them to resign fr: 
|that organization and enter h 
|The penalty for disobedience, 
|explained, would be a musiciar 
strike on any program on whi 
the stars appeared. 

“They’re musicians and. they | 
| long to me,” said Petrillo. “Wha 
| the difference between Heifetz a: 
a fiddler in a tavern?” 

Justice Pecora took exception 
| this viewpoint. 


|eration of Labor. 
application for an 
be taken next Thursday. 


Testimony 


Industrial Editors Meet 
Oct. 13 in St. Louis 


Industrial editors will hold the 


first national convention in St. Lou 


Oct. 13-15. 
headquarters. 


Hotel DeSoto will 


Five associations representing fi\ 
country, 
representing the majority of editor: 


different sections of the 


of house organs published by indu 


Both of the union: 
are affiliates of the American Fed 
in an 
injunction wi! 


Ss. 


- 


fi 


of 


|trial corporations in this country 
will hold a joint conference. Hoy 
lard R. Marple, vice-president 
the association and editor of *Mon- 


|santo Magazine,” 


jsanto Chemical Company, is 


charge of convention arrangement 


| Perkins to Minneapolis 


| Harold E. Perkins, 
director of the Pittsburgh Press, 
‘been appointed national advertis 
|manager of the Minneapolis 
Journal. 


KMO Promotes Smith 


St u 


published by Mon 


T 


advertising 


Nas 


ng 


l'v- 


Roscoe Smith, account executive 


at KMO, Tacoma, Wash., has 
|appointed sales manager of the 
| tion. 
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WINS PRIZE 


Peg Mockler, fashion copywriter for the 


Chicago Mail Order Company, who 
proved her capabilities by winning the 


recent career contest sponsored by 
Mademoiselle. Her prize is a year's 
tuition at Tobe-Coburn 


School ag 


Fashion Careers, New York. 


Promotion 
Review 


A flashy and effective piece is the 
new 1940 market data portfolio 
which is being sent out by King- 
Trendle Broadcasting Corporation 
to show Detroit and Michigan mar- 
kets in relation to WXYZ and the 
Michigan Radio Network coverage. 
Printed in black and red, the mate- 
rial is in file form, held together 
by a patented binder allowing the 
addition and removal of sheets. The 
whole, with a red cellophane fly 
leaf, is in a heavy, black, leather- 
like paper fold. 


ote “ 


Newest promotion mailing to 
emanate from Fawcett Publications, 
Inc., is “Fawcett Flashes.” By pull- 
ng out a tape 
ticke) 
revenue for Fawcett Women’s Group 
in October is the largest for the 
month in the history of the com- 
pany, and 11.6 per cent ahead of the 
record mark for the month made 
last year. 


A bottle of “genuine Fountain of 
Youth water” has arrived from 
Florida, and we _ can’t decide 
whether to drink it or try it on the 
double chin. The directions say, 
however, that it’s a specific for 
rejuvenating sales in the heart of 
Florida’s richest year-round market. 
It was sent with a red-beribboned 
scroll, in an appropriate heart- 
Shaped box, on behalf of WMBR, 
Jacksonville—WFOY, St. Augustine. 

. * 

Well thought out and beautifully 
done is the brochure from KNX on 
its service and responsibilities as a 
civic institution. The cover of light 
brown has the appearance of cloth’s 
texture, with the title, “Woven into 


New Halftone 
Printing Method 


DIRECJONE 


Fine screen halftone print- 
ing on  newsprint—that’s 
what DIRECTONE gives 
you. Original engravings, 
100 line screen, are used 
direct on our high speed 
rotary presses. You get 
Much finer, clearer detail 
than with coarse screen 
Stereotype plates. DIREC- 
TONE gives at least 50% 
better halftone results in 
rotary printing. 


Send for illustrated, descrip- 
tive folder and samples of 
DIRECTONE. 


SHOPPING NEWS 


Newseodor “Division CLEVELAND 


emerging from a |} 
it is learned that advertising | 


the very life of the community,” 
a part of the warp and woof. The 
inside pages, flush with the cover, 
are enamel stock which does justice 
to the illustrations and the russet, 
black and white color scheme. 
“Air-rithmatic” is the title of 
Mutual Broadcasting System's book, 
which explains the new MBS vol- 
ume plan. Bound in hard boards, 
the book opens up like a stenogra- 
pher’s notebook and provides a 
pencil with which the user may 
figure out the stations and costs to 


fit his own distribution problem. 


A mail box into whose slot is 
going an actual stamped, addressed 
envelope, held for the moment by 
a gloved feminine hand, forms the 


cover for a piece from WJZ, telling 
about the response to “The Woman 
of Tomorrow,” cooperative program 
for women. The envelope tucked 
into the cover slot holds some 
expressions of appreciation from 
listeners, and also a return card 
which may be mailed back, in the 
stamped envelope, to the station. 


“When you think of New Orleans 
you think of Creole coffee,” says a 
small mailing card from down that 
way. Creole coffee, and what else 
but WWL, of course, whose promo- 
ters gave the message punch by 
attaching to the card, by a stout 
cord, a small bag of coffee beans. 

A remedy for the behind the 
8-ball feeling when buying adver- 


tising is suggested by Craig Law- 
rence, of the Iowa Broadcasting 
Company, in a message printed on 
the upper side only of a single fold 
of brown linen-like stock 
about 4x7. The message is short 
and to the point, and carries with 
it as a reminder of what not to get 
behind, a stickpin with a realistic 
8-ball head. 


cover 


A folder from KLZ is swathed 
around its middle in a band of black 
spider-web tissue, which invites the 


recipient to “tear off the veil of 
mystery.” Inside are some facts 
about power and frequency, why 


kilocycles are more important than 
kilowatts, and why KULZ gives the 
primary coverage shown in an 
accompanying map 


National Retail Grocers 
Plan Ad Tie-up 


Promotion of National Retail 
Grocers week, Oct. 21-26, will in- 
clude advertising and poster tie-ups 
by the seven largest voluntary and 
cooperative groups, according to the 
National Association of Retail Gro- 
cers. 

Attention will be focused on the 
week by radio, newspapers, maga- 
zines and outdoor boards in addition 
to local activity by independent 
grocers. 


Agency for Masterbilt 
Masterbilt Products Corporation 
has appointed Ray-Hirsch Com- 
pany, New York, to handle adver- 
tising of Pres-A-Lite auto lighters 
and the “Cigaret Valet.” Robert H. 
Isaacson is account executive. 


stil 


CHAMPION PAPER 


cardboard, posteard, or 


quality vives you most 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


The sweet nectar of profitable returns re- 
wards the man who puts real appeal into 
his sales literature. The way the story 
looks on paper helps determine the re- 
sponse. For best results, give your print- 
ing the benefit of good copy, art, and 
plates. And select a good printer and 
Champion paper. Whether you need coat- 


ed or uncoated book, offset or envelope, 


cover, Champion 


for your money. 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing ... Over 1,500,000 Pounds a Day 


NEW YORK «+ CHI 


“AGO + 


DISTRICT SALES OFFICES 


PHILADELPHIA 


CLEVELAND «+ 


BOSTON + ST. LOUIS - 


CINCINNATI 
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Two Newspapers 
Begin Operation 
of KGKO, Ft. Worth 


Dallas, Sept. 5—The Dallas Morn- 
ing News and the Fort Worth Star- 
Telegram began joint operation of 
KGKO, Fort Worth, Sunday, follow- 
ing approval by the Federal Com- 
munications Commission of pur- 
chase of half-interest in the KGKO 
Broadcasting Corporation by the 
Dallas paper. The two newspapers 
have jointly operated WFAA and 
WBAP on the 800-kilocycle channel 
almost continuously since 1922, and 
will continue to share time on this 
frequency. 

Separate staffs will be maintained 
in Fort Worth by the Star-Telegram 
and in Dallas by the Morning News 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


meosured 


yes No. #5 
emeuYS 


more 
GOOD 
pipes 


write for survey As 
NATIONAL ; 
975 Newbury Street 


| ; | 
|for the operation of the three sta- 


tions on the two frequencies, 570 
and 800 kilocycles. WFAA-WBAP, 
operating with 50,000 watts power, 
will continue to broadcast programs 
from NBC and the Texas Quality 
Network, while KGKO, operating 
with 5,000 watts daytime and 1,000 
watts nighttime power, will con- 


Broadcasting Company network and 
the Lone Star Chain regional web. 


Many Personnel Changes 


The merged operations of the sta- 
tions have resulted in personnel 
promotions and changes in all three 
stations. Officers of the KGKO 
Broadcasting Corporation are from 
the two newspapers, and are as fol- 
lows: chairman of the board, G. B. 
Dealey, chairman of the board of 
the News; president, Amon G. Car- 
ter, president of the Star-Telegram; 
vice-presidents, E. M. (Ted) Dealey, 
president of the News, and Bert N. 
Honea, vice-president and general 
manager of the Star-Telegram; 
treasurer, J. M. Moroney, vice- 
president and secretary of the News; 
secretary, Harold V. Hough, treas- 
urer and circulation manager of the 
Star-Telegram. 

Mr. Hough and Mr. Moroney will 
supervise the radio properties of 
their newspapers in their respective 
cities. Martin B. Campbell, former 
| general manager of WFAA and sales 
|manager of WFAA-WBAP, will be 
managing director of WFAA-WBAP 
and KGKO. George Cranston, for- 


Steve Heiser, Kling's featured photo man, snapped this burlesque of a ‘news shot’ 
showing E. Willis (Bill) Jones being greeted as a new partner by the three present 


partners in Kling and Associates. 
and Robert Eirinberg. 


Chicago, Sept. 3.—A 77-man 
studio, occupying three floors of 
Chicago’s Mather Tower, embrac- 
ing every field of advertising art 
and photography. Kling and As- 
sociates are happy to announce 
that E. Willis Jones has joined 
them as Vice President and part- 
ner. Mr. Jones’ long experience 
as advertising agency art director 
will be of decided interest and ad- 
vantage to art directors and all ad- 


Left to right: Jones, Lee Blevins, Wendell Kling 


vertising art buyers. He will con- 
tinue his art directing service as 
designer and visualizer for clients, 
and further develop the creative 
and layout department of Kling 
and Associates at 75 East Wacker 
Drive, Chicago. His services will 
also be available to eastern adver- 
tisers through Kling Studios Incor- 
porated, 480 Lexington Avenue, 
New York. 


tinue as a member of the National | 


| Cranston 


lof WFAA, 
| supervise 
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RECAPITULATION OF INCREASES IN POPULATION AND CIGARETTE INDUSTRY IW 


U.S.Population U.S. Cigarette 
Tax Revenues 
$504, 037,000 
131,000,000 
92,267,000 
$7,921,000 
1910 3=—:11939 1910 (1939 
INCREASE INCREASE 


QUICK PICTURE OF TAXES AND CIGARET INDUSTRY 


THE UNITED STATES -- 1910-1939 


U.S. Cigarette 


U.S. Tobacco Crop | U.S. Tobacco — Average Price Paid 


September 9, 1949 


RR a a 


Consumption (Flue Cured (Burley Tobacco) | to Farmer --per Lp, 
Tobacco) All Types of Tobacco 
168 Billion 17.554 
cig. 
1,159,320 000 lbs. 
9035¢ 
394,798,000 
lbs. 
273.900 
lbs 
7.8 Billion 
cig. 
1910 1939 1910 1939 1910 1939 1910- 1938- 
1911 =:1939 
INCREASE INCREASE INCREASE INCREASE 
2037% «461% 44% 88% 


42% 6263% 


This chart, a composite of individual charts sent out without additional comment by Lennen & Mitchell, indicates how advertis- 
ing and merchandising have increased the market for cigarets, while at the same time aiding growers immensely and the U. S 


tax collector super-colossally. 


merly manager of KGKO, will be 
manager of WBAP-KGKO. Prior 
to becoming manager of KGKO, Mr. 
was manager of WBAP. 

Alex Keese, former regional sales 
manager of WFAA, will be manager 

and will continue to 
local time sales. Irvin 
Gross, former promotion manager 
and member of the national sales 
staff of WFAA-WBAP, will be sales 
and promotion manager of WFAA- 


'WBAP and KGKO. 


W. POWELL BRADBURN 


New York, Sept. 2.—W. Powell 
Bradburn, 73, well known adver- 
tising man who recently retired, 


died Aug. 29 in Plattsburg, N. Y., 
while on a vacation in the Adiron- 
dacks. His home was in New York. 
He originally was with the William 
A. Alden Advertising Agency. For 
several years he was with the J. 
Walter Thompson Company, later 
with Harpers Magazine, the Leslie- 
Judge Company and Lee & William- 
son, publisher's representative. 


FRED V. SCHUCH 
Peoria, Ill., Sept. 2.—Fred Victor 
Schuch, 46, circulation manager and 


acting business manager of the 
Peoria Star, died suddenly here 
Aug. 31 in the Jefferson Hotel 


where he was making his home in 
anticipation of moving his family 
here from Springfield, Ill., where he 
had been circulation manager of the 
Illinois State Register. 


J. T. FIELD 

Indianapois, Sept. 2.—J. T. Field, 
sales manager of the baby foods de- 
partment of Stokely Brothers & Co., 
Inc., died Aug. 29 in St. Louis while 
on a business trip and was buried 
at Ashland, Ky., Aug. 31. He for- 
merly was sales manager for Van 
Camp's, Inc., a subsidiary of Stok- 
ely’s. He was associated with his 
father in the wholesale’ grocery 
business in Ashland for a number 
of years 


F. W. KELLOGG 

Los Angeles, Sept. 5.—Frederick 
W. Kellogg, at one time one of the 
country’s leading newspaper pub- 
lishers, died today on board the Jap- 
anese steamship Nitta Maru between 
Honolulu and Japan, according to 
word received here Mr. Kellogg 
and his wife were on a cruise in an 
effort to improve his health 

Mr. Kellogg, who was 73 years 
old, was a power in the newspaper 
field for almost He 


30 vears be- 


came publisher of the Omaha News 
in 1899 and later organized the 
Clover Leaf string of papers in Iowa 
and Minnesota. In 1913, he acquired 
| the San Francisco Call and later be- 
‘came general manager of the Los 


Angeles Express. He afterward) 


established the Kellogg Newspapers 
in Southern California, embracing 


15 suburban dailies. He retired in 


1928. 


WILLIAM F. MACK 

Toledo, Sept. 5.—William F. Mack 
68, public relations director, North- 
western Ohio Natural Gas and Ohi 
| Fuel Gas Companies, died yesterda 
after a short illness of pneumonia 


New York 


441TH TO 45TH §S 


acclaimed 


PRESIDENT 


John L. Horgan 
Gen. Mgr. 


HOTEL EDISON 


SAME OWNERSHIP 


Direct Subway géntrance 
to. Worlda Far 


HOTEL 


LINCOLN 


1400 ROOMS from $3 


Each with Bath, Servidor, and 
Radio. Four fine 


‘s Popular 


TS. AT 8tH AVE. 


restaurants 


for cuisine. 
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Meat Industry's 
) Million Drive 


to Open Sept. 27 


(Continued from Page 1) 


buy it. His findings will play a 
jurge part in strategy of 1941. 

In the meanwhile, eminent medi- 
cal specialists will be quoted to the 
effect that meats contain all of the 
essential vitamins which manufac- 
turers of other foods have gone to 
pains in recent years to embody in 
their own products in synthetic 
form. This health story will be 
projected against a background of 
sizzling steaks and mouth-watering 
roasts by lavish use of color in 
magazine advertising. 

The first advertisement will sound 
the keynote of the fall campaign 
with a poem written by Edgar A. 
Guest, whose homely style has made 
him the spokesman for all the 
people: 

I sing this glorious land of ours, 

Its motor cars and shows, 

Its little gardens, gay with flowers, 

Its phones and radios. 

Here your ambitious boy may be 

Our President if he’s able, 

But what spells U. S. A. to me 

Is “meat upon the table.” 


Goal of Campaign 


The Institute, whose name will be 
shortened to “American Meat Insti- 
tute” for advertising purposes, is 
conducting a feverish campaign to 
inform every trade factor of the 


| 
} 


salesmen of meat 
equipped with them. 

This narrative traces the reasons 
for the decline of per capita meat 
consumption and the plan with 
which the Institute hopes to remedy 
the situation. In 1908, per capita 
consumption amounted to 162 
pounds. By 1939, it had declined to 
131 pounds. With growth in popu- 
lation ceasing and thus automati- 
cally limiting future demand, the 
Institute and its members, repre- 
senting 90 per cent of the industry’s 
tonnage, felt that a strong educa- 


packers being 


tional campaign was the only way _ vided with a special portfolio, ‘Meat 


table, the Institute will send com- 
|plete advertising kits, containing 
everything they need, from price 
,cards to newspaper mats. 
| Railroads, which noted with 
pleasant surprise results of a pre- 
|vious Institute promotion on pork 
sausage, also will get back of the 
campaign, as will hotels and restau- 
jrants, which feel that they have a 
|definite interest in supporting the 
general push, as well as the nation- 
wide selling events which are em- 
| braced in plans. 

Packers’ salesmen have been pro- 


on the March,” which explains 
every phase of the campaign and 
will enable them to assist their re- 
tailers in making practical use of 
“The Meat Ad Maker,” the adver- 
tising kit. Moving pictures will be 
used for meetings of home econo- 
mists and others whose influence in 
the food industry has been demon- 
strated. 

Magazines will be treated as 
groups in the fall campaign, with 
copy geared to the special interests 
of readers. One _ advertisement, 
“Recent Findings about Pork,” for 


Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Home 
Companion. A quiz formula will be 
utilized in another advertisement to 


be seen in American Magazine, 
Cosmopolitan, Liberty and True 
Story. The initial advertisement, 


“Meat on the Table,” will appear 
not only in Life, but in Collier’s, 
Liberty, Look and The Saturday 
Evening Post. Others will run in 
American Home, Better Homes & 
Gardens, Parents’ Magazine and 
Redbook. 

The campaign is being handled 


in which their house could be set to | 


rights. Much of the decline is 
attributed to advertising of other 
food manufacturers, whose unremit- 


example, will 


appear in 


Good by Leo Burnett Company, Chicago. 


| ting efforts have almost banished | 


details of the impending effort, so | 


that 300,000 meat retailers, as well 
as thousands of hotels and restau- 
rants, may throw their weight into 
the scales. The chief medium for 
this setting-the-stage work is a 
sound slide presentation in color. 
More than 1,000 sound slides will 
be in use in the near future, not 
only Institute employes, 


but many | 


| 


FOR SALE 


Controlling interest in corporation pub- 
lishing old textile trade paper formerly 
very profitable. Good buy for some- 
body with capital, ambition and ability. 
Box 3114, Advertising Age. 330 W. 42nd 
St.. New York, N. Y. 


SECOND in PHILLY 


audiences of Phila. Network Stations. 
4:00 - 4:15 P. M. Mon. thru Fri. - 4 Mo, Avg. 


WFIL 
KYW 
WCAU 


16.2% 
23.00, 
9.4; 


% \isteners identitying station and program 
Second with 89 other programs. 


For LOWER COST Circulation 
BUY WFIL 


bacon from the country’s breakfast 
table, for example. 

Research has uncovered a multi- 
tude of legends, most of them un- 
favorable to meat. The American 
man, the traditional lover of meat, 
has stepped out of character. Many 


men attribute high blood pressure | 


and other physical ailments to over- | 


indulgence in meat. 


Women, highly | 


sensitive to poundage, have come to | 


believe that meat is their chief 
enemy. Many also believe that 
meat prices are too high. The 


younger generation of women, the 
housewives of tomorrow, know and 
apparently care little about meat. 

The Institute campaign will blast 
all of these theories with a barrage 
of testimony from eminent members 
of the medical profession, who will 
describe its virtues as a_ blood 
builder, a superior source of pro- 
teins and minerals, a treatment for 
anemia and its use either in a gain- 
ing or reducing diet. 

The campaign will also answer 
the eternal cry of women for a use 
for leftovers. More than 12,000,000 
recipe folders have been printed for 
distribution through meat markets 
and direct by the Institute, showing 
scores of tasty dishes which may be 
prepared with the remnants of yes- 
terday’s roast. 


Educating the Medicos 


A professional publication 


so that they will be in a position 
intelligently to answer the queries 
of their patients. Many retail papers 
are also being used so that the retail 
trade will be fully acquainted with 
the campaign. All of this advertis- 
ing, as well as the consumer copy, 
bears the accepted seal of the Coun- 
cil on Foods, American Medical 
Association. 

To win the whole-hearted suppor 


the slogan, “Get her for meat and 


others with combination stores have 
long felt that something was wrong 
with their business, the something 
being the decline in meat sales, for- 


merly regarded as the backbone of 
any retail food enterprise. To these 
dealers, anxious to expedite the 
restoration of meat to the American 


' 
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M-W TOWER DISPLAY 


finds a preferred spot on crowded coun- 
ter because of so little space required... 
and because it attracts the customer's 
eye from way across the store. Displays 
your packaged product to best advan- 
tage at point of sale. . 


. “stacked” as 
cans or cartons could not 
safely be stacked! And 
it helps sell your goods... 
as repeat orders prove! 


Phone CAL umet 7200 or Write 


MAGILL-WEINSHEIMER COMPANY 


1320.1334 SOUTH WABASH AVENUE 
CHICAGO, ILLINOTS 


IWIN 


ARTISTS - ENGRAVERS - LITHOGRAPHERS 
PLANOGRAPHERS - PRINTERS - BINDERS. 


t 
of retailers, the Institute has coined | 


| 


| 


cam- | 
paign to physicians and dentists has | 

» | 
been under way for several months, 


| 


you get her for the meal.” This 
phrase may be superfluous, how- | 
ever, as both meat dealers and 


~* TTT 
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Let’s Reduce This Business 
of Advertising to its Essence 


With very few exceptions, all adver- 


tising is planned to make a lot of people 
buy something. 

How do you go about it? 

First, you try to make that something 


distinctive. 


You give it a name. You 


design a trade-mark. You invent gad- 
gets. You work out a package, a label 
—all sorts of expensive tricks and stunts 
to make people remember. 

Why? Have you ever analyzed the 
importance of all this effort? 

It is because of a weakness inherent in 
nearly all accepted advertising media. 
It is because of the gap between adver- 
tising and sales. 

People read magazines in their homes, 
but they can't buy anything at home. 
They read newspapers at home and on 
trains. But they can't buy anything on a 
train. They turn on the radio at home. 
They read their mail at home or in their 
offices. 

There is always a gap between your 
opportunity to advertise and your cus- 
tomer's opportunity to buy. 

There are just two ways to lick this 


gap. One way is to make your product 


so distinctive, the buying urge so com- 
pelling, that it will carry over the gap. 
That works. That is why you engage the 
But, 
human inertia, being what it is, that gap 
And in the 


long years of ingenious advertising 


best available advertising talent. 
is always hard to bridge. 


effort, it has become increasingly diffi- 
cult to make a product distinctive, a 
buying urge compelling. 

The other way works too. It is so 
simple it isn't much fun. But if the pur- 
pose of advertising is to make sales and 
not to furnish an opportunity to exercise 
craftsmanship, it merits your considera- 
tion. 

Advertise on the streets right where 
people have an opportunity to go into 
a store and buy. Advertise on the other 
side of the gap. 

Criterion Service places your adver- 
tisements in naborhood retail shopping 
centers, at a cost of 10c per display per 
day. 

Write today for "Market Coverage 
by Naborhoods", a free booklet which 


explains this new advertising approach. 


CRITERION SERVICE 


122 EAST 42nd STREET 


. NEW YORK CITY 


ba ae ” 
| | 4 
a Be ey 
Ls 
— ii 
po — | _ a : *® 
Numa, _ a, ie is 
im All| ne  , ss RE ST . 
gittt ~ 4 — - ie 
——_______I%||"— wipe ‘ > \y on 
Bee tir es : ines a E | 
= <agrn aes Bt 
oe , ae tery ws a 
+ F 7 i: * CALE RL Tex tere, oe \s i ’ Be rk ‘ . 
) MeL, - a th tee ah So 6 ~~ wi 
: -. re ; | L " d th -_ Piatt ; ot ~| -_ ‘ - 3 
| ee i | ip ctrtess 222.7 eee bs oe ¢ a 
[ a a i ; obenbe Me ent + Eggs q a, | pt a 
ty | rl ee , A. ’ Tae z 
S . = i i i t re G57 « ij | 
| 4 =| he ae DAVU? plies ae Ae 7“ 
a & sali 
"s 
—_— | rc 
od in 7 | 
| ‘a 
| a 
——— —= . > 
=—— { 
| 
a | ee ' . 
Pine Erne innerenmmmmaos ‘ 
: : 
C. E. HOOPER SURVEYS 
cay ee * 
| a 5 
Soke 
$$ | Ps 
| —* 
3 ill ita ae 
| we NO Ye er  — that towers overall! | : 
S. = ‘ 
x3 ~ 
'* e. 4 ; 
4 a 
| ; wy, ee | 
; > : ip ‘ 
7 
> > saa f > ee F 7 
v4 % 
‘‘, F si 4 . 5 j . Je rs ' ty = es as if } Pbk de a Bt : 8 pe ae { tisdie ee s 7 tok a vy » a ¢ Atl 7 ys Bs. : a? . . ei 
rs vi ee 9 As al BS és “a ge Fi Re a en ig tate J Ri rt che , od ah | re teh : Ae » Fes NG rg i. Pid oi ig 


32 


ADVERTISING AGE 


— 
nous ‘< 
ab PI = 
ie : : 
— 5 - 


September 9, 1949 


while others charge five cents. 
Another 


Sun Oil Using 


recent Sunoco promo- 

. - tion is the car emblem made of 
Disney Figures steel which says “I’m for America,” 
: and carrying the car owner’s in- 

as Stickers itials. A diamond shape with a 


superimposed arrow identifies it as 
a Sun Oil piece. They are being 
sold at five cents each. 


Philadelphia, Sept. 5. — Three 
Walt Disney characters—Pinocchio, 
Jiminy Cricket and Donald Duck 

printed in four colors and 
mounted on an adhesive perfected 
by the Chicago Show Printing Com- 
pany, are being distributed to cus- 
tomers by dealers in Sunoco prod- 
ducts. They are three inches high 
and will adhere to cribs, bicycles, 
toys, glass and other objects. 

Dealers are charged a nominal 
fee for a set of 99 prints in a box. 
Some dealers distribute them free 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 


offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


Chicago to Mark 500th 
Printing Birthday Oct. 1 
Representatives of printing, pub- 
lishing and advertising in Chicago 
will observe the 500th anniversary 
of the invention of printing with a 
i'dinner at the Hotel Stevens Oct. 1. 


Tacy Advances 

| A. W. Tacy has become assistant 
|sales promotion manager of Cadil- 
| lac-LaSalle, Detroit. He succeeds 
| J. W. Eberts, who has taken a sales 
| an 


M-Dex Names Riordan 


M-Dex Corporation, Los Angeles, 


has appointed John H. Riordan 
Goong fe coverage é ie a ~ |Company, Los Angeles, to direct 
tailers who sell seed and other horticultural | . rartici F ranricn Ge 
and agricultural items to 41,000,000 f |advertising. San Francisco news 


and suburbanite customers. | papers are being used. 


We will gladly give you an analysis of this 
field as it applies to your business. 


Newark, N. J., has appointed Comp- 
ton Advertising, New York, to han- 
dle its account, effective January, 
| 1941. 


Published every other Friday 
223 W. Jackson Bivd. Chicago, Ill. 


NUMBER FIFTEEN...of a series - COMPLETENESS 


To those advertisers who realize “plain printin”™ is 
as antiquated as Aunt Fanny’s outdoor plumbing 
—and that today’s printer MUST have the talent to 
originate as well as the skill to produce—we present 
ourselves—the American Celaceyne Company. 
e Ours is a full organization incorporating every 
“tool” needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 
More than that, within the organization we have 
that happy balance of personnel that can lick the 
daylights out of that “special problem.” It’s been 
our job for 45 years. And, we'd like to make YOUR 

roblem ours . . . just as we have for a score of 
mee top American enterprises from East to West. 


OUR SERVICES INCLUDE 
ART WORK FOLDERS 
BLOTTERS GREETING CARDS 
BOOKLETS HOUSE MAGAZINES 
BOX WRAPS JUVENILE BOOKS 
BROADSIDES LABELS 
CALENDARS LETTERPRESS PRINTING 
CATALOGS MACYART (3rd Dimension Printing) 
CHRISTMAS CARDS, TAGS MAIL ORDER COVERS, INSERTS, 
& SEALS FLYERS 


CIGAR BANDS & LABELS 
COLOR PHOTOGRAPHY 
COPY (Direct Mail & Editorial) 
DIRECT MAIL CAMPAIGNS 


MAGAZINE INSERTS & COVERS 
METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 


DISPLAYS PICTURE POST CARDS 
ELECTROTYPES POSTERS 
ENGRAVINGS WINDOW DISPLAYS 


TALENT TO ORIGINATE SKILL TO PRODUCE 


MPANY 


AMERICAN COLORTYPE CO 


‘Krueger Names Compton 
S E E D WN 0 - L D | G. Krueger Brewing Company, 


THIS WEEK 


Index of Retail Activity in 


82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


YEAR TO DATE 
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35-Week 
Period 


lend 
Sept. 3, 


35-Week 

Period 

Ended 
Sept. 2, 1939 


ed 
1938 


‘Akron, © &,056,962 6,514,562 
Albany, N Y 5,556,016 5,416,714 
"Atlanta, Ga. 9,973,592 11,338,824 
taltimore, Md. 14,010,888 14,156,202 
tirmingham, Ala 8,230,068 8,561,336 
“Boston, Mass 12,088,384 
| Bridgeport Conn 6,387,954 
‘Buffalo, N. ¥ 10,286,230 
Camden, N. J 2,694,271 
Cedar Rapids, ta 3,317,424 
Charleston, W Va 6,720,763 
‘Chicago, I} 19,111,534 
Cincinnati, © 10,120,607 
Cleveland, © , 11,672,253 
Columbus, © AL 8,634,684 
Dallas, Tex 13,550,960 13,610,006 
| Davenport, ta 6,194,639 6,137,104 
Dayton, © 8,310,532 9,022,040 
Denver, Colo 805,072 5,986,829 
Des Moines, la 1,231,378 41,161,035 
Detroit Mich 11,309,681 12,823,106 
Isl Paso, Tex 6,664,958 6,908,574 
rie, Pa >, 824,416 6,292,538 
Evansville, Ind 7,981,008 7,777,600 
Fall River, Mass 2,037,324 2,213,759 
Flint, Mich 1,504,234 5,328,798 
Fort Wayne, Ind 6,997,795 6,967,348 
(iary, Ind . 3,728,670 911,010 
Grand Rapids, Mich >» 846,378 » 642,934 
Greenville, S. ¢ 4,206,771 4,314,590 
Houston, Tex . 10,819,656 11,214,882 
“Huntington, W. Vi 4,707,674 5,157,859 
Indianapolis, Ind 10,255,806 10,729,514 
Jacksonville, Fla 0,617,818 6,061,034 
Jersey City, N. J 1,337,539 1,392,009 
Kansas City, Kan 1,812,377 1,717,289 
Knoxville, Tenn 6,588,385 7.080.085 
Little Rock, Ark 6,190,354 6,056,247 
Los Angeles, Cal 15,295,567 16,382,440 
Louisville, Ky 9.13 7 9,435,996 
Lynn, Mass 5, 4 5,526,558 
Manchester, N. Y 7 4 3,120,249 
Memphis, Tenn 7,385,602 7,824,684 
Miami, Fla 8,929,921 8,881,325 
Milwaukee, Wis Y5S9,5909 8,196,838 
“Minneapolis, Minn S,690,584 8,931,946 
Moline-Rock Island, 11 9,523,602 5,ATGSS84 
Nassau Counts le 1,546,315 1,691,886 
New Bedford Mass 2,047,136 2,045,288 
New Haven, Conn YOO 694 6,026,790 
New Orleans, la 12,158,197 12,727,803 
New York, N ‘ $7,485,012 37,414,362 
Brooklyn, N. Y¥ 3,270,080 2,569,640 
Norfolk, Va 6,167,910 6,31 10 
Oakland, Cal S28,345 »,135,041 
*Oklahoma City Okla 7ST4, 795 »,9T9,078 
Omaha, Neb R.975,.655 819.140 
Peoria. Ill 6,665,865 7,051,240 
Philadelphia, Pa 16,787,454 17,662,205 
Phoenix, Ariz 4,843,258 
Pittsburgh, Pa 13,182,596 
Portland, Ore 8,384,077 
Reading, Va 6,527,563 
Richmond Va 8,479,230 
Rochestet N ‘ £421,509 1851,00 
Rockford 1 095,132 5,269,880 
Sacramento, Cal 195,900 5,448,030 
San Antoni rex $,130,259 1,712,030 
San Diegro, Cal 8.447.454 8,616,095 
Seattle Was 817,257 7,561,844 
South Bend Ind 1.594.643 150 17 
Spokane Wash 4.317,134 a0 6 
St. Louis, Meo 11,476,461 11,675,080 
‘St Paul, Minn 7,380,107 6.940.278 
Syracuse | 4.473.175 4,584,927 
Tacoma, Wash SSO 512 4,124,814 
Tampa, Fla 843,076 4,403,630 
Toronto, Ont (ar 1,381,267 10,749.99 
Troy N \ 668 8 2 869,178 
Tulsa, Okla 74.980 44.494 
Washington I) ¢ 2,258,614 1,891,197 
Youngstowt ) 4.771.689 4.981.620 
Total #24 466 668 ‘ +424, 026 
1 Akron Times-Press discontinued Aug. 28, 193 
2 Linage of Daily Americar mbined with Re« 
Buffalo Times discontinued Aug. 1, 1939 
4 Chicago Herald & Exam. discontinued Aug. 2 
Milwaukee News discontinued Jan. 14, 1939 
6 Oklahoma News discontinued Feb, 24, 1939 
7 News-Times discontinued De« s 1928 
&S Spokane Press discontinued March 18, 19 


Aug. 31, 1940 


35-Week 


Peri 


od 


Ended 


6,300,839 


140, 


620 


281 


,105 


— Gain 


or Loss 


" Gain 
or Loss 


1940 1940 Week Week —% Ga 
over over Ended Ended or 
1938 193% Sept. 2,1939 Aug. 31, 1940 Los 
21.8 3.3 169,481 174,132 
—7.5 5.1 122,948 126,912 
—11.3 13.2 416,948 336,966 1% 
+ 3.3 + 2.3 416,342 419,939 +0 
+ 12.4 8.1 260,932 271,656 +4 
3.7 4.7 374,128 354,983 
+ 12.8 + 4.3 182,112 187,488 
5.3 6.4 289,912 307,224 ' 
43.8 10.0 78,455 88,217 
5.3 97,860 87,944 ] 
+85 2 198,800 199,619 i 
8.4 3.6 K 502,977 
8.5 5.4 270,619 ' 
28.0 3.2 189.867 
7.3 0.6 50,638 
2.5 2.9 379,128 
0.2 + 1.1 171,220 
10.1 + 1.4 K 233,660 
3.7 6.6 180,630 176,957 
3.4 + 5.1 23,374 125,216 
18.4 + 4.5 353,098 384,096 
6.1 + 2.4 219,828 216,447 
5.6 2.3 190,554 167,272 1 
0.2 2.4 209,398 215,026 
12.0 3.0 65,811 67,290 
29.7 9.7 144,326 160,594 1 
+ 3.6 4.1 184,352 199,178 ( 
+ 13.2 re 98,798 113,642 15.4 
+01 + 3.7 161,112 165,018 
14.7 + 11.8 157,083 156,542 4 
14.4 + 10.4 338,240 $22,588 ' 
16.1 - 6.0 159,636 159,986 
12.7 29 150.700 375,620 
14.1 5.7 186,312 172,928 
+ 4.4 0.3 $2,106 37,171 | 
10.2 16.4 53,088 50,960 1.00 
5.7 Bee 314,510 217,616 
2.9 5.2 196,490 242,326 ; 
+ 5.2 1.8 $24,277 417,611 t 
+ 4.7 +1.4 287,676 200,381 ‘ 
~ 16.0 +65 156,044 173,992 ] 
+ 22.0 5.8 71,918 68,490 1.8 
+ 15.9 v4 252,406 204,722 18... 
+ 7.8 8.4 185,126 187,148 
4.8 9.3 241,670 274,315 
6.4 9.1 264,362 263,828 ‘ 
1.0 +1.9 150,066 7 
on 8.3 10,014 $2,350 
11.5 +11.6 62,930 67,116 6.7 
6.5 +44 169,526 168,518 t 
8.5 3.6 285,970 314,638 
2.1 yan |) 926,288 991,012 
“ou 12.1 63 0g8 5300 
+ 9.7 + 7.2 174,132 185,374 
+105 + 12.3 158,569 164,503 
$4.3 13.5 191,002 183.862 
Fe + 2.3 109,984 104,97¢ 
14." K.6 196,487 230.048 
a4 4.4 465,812 $98 G48 
o.6 9.8 127,568 130,732 
1.4 + 4.7 $66,772 62.446 
" 11.5 254,912 242,382 
12.2 + 6.6 179.550 191.520 
+ 6.0 0.2 271,250 317.982 
6.4 + 1.8 265,791 62,144 
10.4 6.8 140,518 162,582 
+ 2.0 2.7 186,312 224,81 
+ 14.1 4.4 122,790 141,398 
15.7 17.4 36,544 216,42¢ 
2.6 +54 207,522 174,30 
23.9 1 SS,487 OL He 
0. 2.4 137,620 149,806 
1.4 -1 $o05 7.060 
Hs ou 278.228 295 013 
+ 4.0 2.4 27,918 133,021 
10.8 4 10 Oas 11 ive 
; 1h 137,088 1O8 33: 
12.5 x4 146.657 981.597 
H iL 82,404 77,014 
; “ 192,878 S1,104 
“ } 992,749 HOTS 
14 ry 127,158 
‘ j R499 8 1s ‘* 
St. Paul Daily News discontinued April 
San Diego Sun suspended publication No 
Atlanta Georgian and Sunday American i 
lies on Dec 17, 1% 
Linage of Syracuse Journal combined wit! 
Minneapolis St 1 Journal erged Aug 
Published iversary edith Aus 
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WIBM, 
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when the products contained only made that claims should not be 
BRP Gives Advice insignificant amounts of buttermilk made that any soap will “rid” causes 
and avocado oil, respectively; body odors or “eliminate” the 
s fe “Lemon Soap” when the product cause of body odor or remove odor 
on Avoidin FIC was not manufactured from any permanently. 
g substance derived from _ lemons; SNE 
“peroxide” or “witch-hazel” soaps Cites Helena Rubinstein 


The rates for this department are as follows 


“Help Wanted,” “Positions 
“K eptorentatives Available,” 
cash with orde 


All other classifications (single insertion rates): 


$4.75 per inch. 


Wanted,” 
30 cents a line, 


“Representatives Wanted,” 
minimum charge §1. 


% in., $2.75; 1 to 3 in.., 


Terms | 


HELP WANTED 
COPYWRITER 
A Boston advertising firm, specializ- 
in sales promotion and direct ad- 


vertising, and the largest organiza- 
ti of its kind in the country, has 
an opening for a copywriter. Un- 


isual flair for writing and versatile 
‘ ability is the first requirement, 
demonstrated through several years 
of practical experience, and by a com- 


prehensive aptitude test to determine 
fitness for our specialized work. Vis- 
ia! layout ability and experience in 
direct advertising desirable but not 
essential. If interested in taking 
aptitude test, write enclosing snap- 
shot and stating past experience and 
connections, age, approximate salary 


range, Whether now employed to Box 
3116 ADVERTISING AGE, N-Y.C. 
Members of our staff know of this ad. 


Advertising Production Man—experi- 


enced in buying printing-engraving. 
Must have creative ability. Food 
rade experience preferable. Handle 


entire production syndicated food ad- 
vertising service operating nationally. 
full background, salary require- 
ments Send photo. 
onfidential. Address 
Box 3118, ADVERTISING 


State 


AGE, Chgo. 


Man about thirty to assist national 
vdvertising manager of leading na- 

nal weekly publication. Must have 
general knowledge of advertising pro- 


edure, ability to handle details and 
ollow up on national representatives. 
One more interested in opportunity 
than immediate income. 

Box 3123, ADVERTISING AGE, Cheo 
POSITIONS WANTED 
ARTIST 
Photo retouching, color, black and 
white Technical renderings in air- 

rus h, pen and ink. Lettering 

ex 3117, ADVERTISING AGE, Chgo 

Contact—Copy—Production Man de- 
position with recognized agency 


bring some BILLING with him. 

} young man would be a worth- 
hile addition to YOUR staff 

I 1119,, ADVERTISING AGE, Chgo 

ART DIRECTOR 

Broad experience agency, art service 

Layout, lettering, some finishes, Leave 
Chicago for right proposition. 

Box 3121, ADVERTISING AGE, Chgo 


Arrangements | 


POSITIONS WANTED 


. 
this 
mer- 

employed by 
paper. 23 years 
anxious to make right 


Single man-—Will be married if 
ad clicks. Selling, promotion, 
chandising exp Now 
Chicago's leading eve. 
old, full of pep, 
connection. 
Box 3120, ADVERTISING AGE, Chgo 
FOR SALE 
Technical Writing Experience 
Kditor—Now employed, seeks editorial 


connection with bus. paper publisher 
serving tech. field, industrial adver- 
tiser issuing tech. publicity, or indus- 
trial agency. Can also handle mar- | 
ket research. 15 yrs.’ exp. editorial, 
research, Technical graduate. Age 
+0) Married. Available short notice 


Box $122, ADVERTISING AGE, Chgo 


REPRESENTATIVE WANTED 
Publishers Representative Wanted for 
(Chicago territory by small, but well- 
established technical publication, 
Write fully. 

Box 3115, ADVERTISING AGE, N. Y 


REPRESENTATIVE AVAILABLE 
PLBLISHER'S REPRESENTATIVE 
experienced advertising space sales- 
man, wide acquaintance, N.Y.C b> 
fice, Wants Eastern representatic of 
leading publication, commission basis 
Box $113, ADVERTISING AGE, N 


PHOTOGRAPHY 


1.000.000 stock pletures, 
Over 1200 correspondents execute 
photo assignments any Where in U.S 
promptly, at low cost! 
Free-lance Photographers Galle 
219 East 44th Street, Y 
MUrray 


all subjects. 


Hill 2-: 


SS10 


MISCELLANEOUS 


Hunting Sales? Attractive 
booklets, folders, mailings repro 
duced by Laurel's improved process 

wane help you bag ‘em efficiently- 
economically, 


illustrated 


500 CSt2xX11") copies $2.63 
Additional hundreds only 22 
Quantity runs lower All sizes Re 
quest free descriptive manual In 
Met N \ ask for representative 

WAlker 5-0526. 


Laurel Process, 480 Canal St... Vo. ¥. ©. 


WORD Joins Columbia 


WORD, Spartanburg, S. C., 
joined the Southeastern 
the Columbia network. 


has 
group of 


ENJOY 


PHILADELPHIA 
Visit its many historic shrines, 
shop in its famous stores— 
and live in the atmosphere of 
its traditional hospitality at the 
Bellevue. Reasonable prices. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 
CLAUDE H. BENNETT, Genero! Monoger 
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AIR-CONDITIONE 


Detroit Directory Out 


The 1940 city directory of De- 
troit, published by R. L. Polk & 
Co., is now being delivered to sub- 
scribers. It has a number of spe- 
cial features of particular interest 
to advertising men. It lists the given 
names of wives, designates marital 
status, differentiates between heads 
of families and roomers, specifies 
owner-occupied homes, and desig- 
nates homes and places of business 
having telephones. 


Chicago Laundries 
Select Agency 


The Chicago Laundry Owners As- 
sociation has selected Needham, 
Louis and Brorby, Chicago, to han- 
dle a special advertising campaign 
during the coming year. 

Melvin Brorby will be 
executive. 


NEC Sets New Rates 


The National Broadcasting Com- 
pany has issued new rate cards for 
the Red and Blue networks The 
Red network card covers 128 sta- 
tions and the Blue network, 137 
stations 


account 


JOHN A. CAIRNS 


. & COMPANY 


ee 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


deodorant. 


and | 


lre in Soap Copy 


(Continued from Page 1) 


The Bureau offers copy- 
writers the following advice: 

“The principal function of 
soap is to cleanse the skin; 
eral, all other claims 


toilet 
in gen- 
should be 


| limited to such results as are inci- 


dental to the soap’s cleansing prop- 
erties.” 


Many Pitfalls 


In suggesting caution regarding 
claims of medicated or antiseptic 
qualities in soaps, the Bureau points 
out that the FTC will not permit 
the use of the word “medicated” 


|gredients of a 


Mate counts, to choose from. 
lal counts for a group of states, 


™, to doing your multigraphing, 


"D0) pieces of mail. 


pt. 


NEW PROSPECTS may be 
found in NEW MAILING LISTS 


t alditional lines of business or trade outlets for YOUR goods or services, 
msult our 1940 Mailing List catalog. 
Will gladly assist in making selections, 
and tell you how we can serve you in 
“any ways, from making plans, writing copy, 
addressing and mailing 
Wig required for an effective, quick job of sales promotion. Daily capacity, 


No job too small—or too large. 
What do you wish to have done? 


[RADE CIRCULAR ADVERTISING CO. 


27 Seuth Market Street 


Over 6000 classifications, with approx- 
give 


printing letterheads and fold- 
in fact, every- 


Chicago. TH. 


unless a soap actually contains in- 
medicinal or thera- 
peutic nature in such quantity as 
to give the product a substantial 
edicinal and therapeutic value. 
|All soaps have antiseptic value in 
that they float off bacteria with dirt 
and grease, it is explained, but the 
FTC has prohibited’ describing 
soaps as “antiseptic” so as to imply 
+that they antiseptic quali- 
ties not possessed by similar soaps 
when such is not the case. 

No toilet soap should be desig- 
nated by any trade name calculated 
to mislead purchasers as to the com- 
position of the product, the Bureau 
suggests. The FTC has already pro- 
hibited the use of such terms as 
“Butt-R-Milk and ‘Avocado” 


possess 


when the products do not contain 
peroxide or witch-hazel, etc. 


Restraint Recommended 


Recommending restraint in 
nection with cleansing claims, the 
Bureau pointed out that the FTC 
ordered one toilet soap advertiser 
to discontinue representing that his 
product will remove “every bit” of 
cosmetics from every pore, or, in 
the case of another soap, that it 
will thoroughly cleanse the pores. 
Claims regarding the penetrating 
qualities of a toilet soap should like- 
wise be carefully worded, the FTC 
having taken the position that in 
normal skin no dirt or cleansing 
agent goes beneath the pores. 

Claims that soap can be de- 
pended upon to improve the skin 
of a user to any specified degree or 
that the toilet soap is capable of 
causing the skin to become allur- 
ing have also been ordered discon- 
tinued by the FTC. 

With respect to soap as a deodor- 
ant, the Bureau said that while it 
is true that a good toilet soap can 
remove most of the bacteria and 
decomposed matter that cause of- 
fensive perspiration odor, such relief 
is only temporary and there is no 
known soap that will completely 
remove all such bacteria and no 
permanent elimination of perspira- 


con- 


tion or body odors can be effected 
by the single application of any 
soap The suggestion is therefore 


York, 
eral 

dissemination of misleading repre- 
sentations 
and Country 
grower 
and darkener. 


geles, 
lund 
lund, 
manager 
St. Louis, 
Shanklin, promoted to general man- 
ager. 


operator 
operate a television station. 


terion 
York, as national sales representa- 
tive. 


Helena Rubinstein, Inc., New 
has been charged by the Fed- 


Trade Commission with the 


Town 
eyelash 
cream 


sale of its 
face powder, 
cream and eyelash 


in the 


Berglund to Calif. Shoes 


California Shoes, Inc., Los An- 
has appointed G. A. Berg- 
as sales manager. Mr. Berg- 
who formerly was California 
for Brown Shoe Company, 
succeeds George W. 


Television for Crosley 


The Federal Communications 
Commission has authorized the 
Crosley Corporation, Cincinnati, 


of WLW, to construct and 


Baker to Criterion 


William P. Baker has joined Cri- 
Advertising Company, New 


JESS H. STR 


THE Shortest gig BETWEEN TWO POINTS 


PRINTIN 


TYPOGRAPHY 


EnGRavingG 


PRINTING 


. FAITHORN is the only 
concern in Chicago offering 


this COMPLETE SERVICE 


STRAIGHT LINE 


r 
J 


FAITHORN 


EE wHON-ETOP 


(ce 
aaa 


ee 
). AABABABAMA - 


Fimise 


TIME. . He whe gains Time, gains everything’ 


the lovesick swain the longest way 
‘round may be the shortest way home. 


But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
perfect job... 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service . 
travel one job over this smooth, direct 
route and judge advantages by results. 


If lost time and motion in 


.. Just 


Faithorn service and prices must also 


be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 

You can use one or all — just as you wish, 


but all are here, ready to serve you... 
Speed, economy and satisfaction assured 


—or inversely, lost time is total loss. The road that detours here and detours 
there may finally bring you to your destination, but at what cost! 

Why be so lavish of time when it is the one thing about which you should be 
most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs which cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


AD-SETTING ¢ ENGRAVING * PRINTING ¢ 504 SHERMAN ST., CHICAGO « WAB. 7820 
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Ford to Pennzoil 


Frank E. Ford has joined the 
advertising staff of the Pennzoil 
Company at Los Angeles as assist- 
ant to Byron S. Phillips, who heads 
the advertising and sales promotion 
departments for the Western divi- 
sion of that company. 


Nettleton Expands 

The A. E. Nettleton Company, 
Syracuse, heretofore operating only 
in the higher-price bracket, is in- 
stalling new machinery and equip- 
ment to enter the low-priced shoe 
field. 


Arcady to Erwin, Wasey 


Arcady Farms Milling Company, | 


Chicago, has appointed the Chicago 
office of Erwin, Wasey & Co. to han- 
dle its account. 


Court Modifies 
FIC Order to 
Amend Trademark 


(Continued from Page 1) 
mark was in 1936. 

A number of other Wrisley trade- 
marks were involved in the current 
case. The court gave a clean bill 
of health to three, and said of the 
others: 

“The order should go no further 
than to forbid their use except in 
|connection with the name of another 
oil or by some other word or words 


clearly indicating that such soap is 
not made wholly of olive oil. The 


order to cease and desist is there- | 


fore set aside, with permission to 


the Federal Trade Commission to | 


present an order consistent with this 
opinion.” 


Interpretation of FTC 


The Federal Trade Commission’s 
version of this order, as contained 
in its Aug. 20 summary, was as fol- 
lows: 

“While the Commission’s order is 
modified in some particulars, the 
net result of the decree is an affirm- 
ance of the order in all essential 
respects. The order as affirmed, 
and which will be enforced by the 
court, prohibits. the 
from: (1) representing in any man- 


respondents | 


ner that a soap which does not con- 
| tain olive oil to the exclusion of all 
other oils is an olive oil soap; (2) 
using the brand names or labels 
‘Olivilo’ or other brand names or 
labels of similar import or meaning 


containing the word ‘Olive’ or the. 


letters ‘oliv’ or any equivalent term, 
to describe, designate or in any way 
refer to soap the oil content of 
| which is not wholly olive oil. 

“It permits the respondents to use 
|brand names containing the word 
‘Olive’ or derivatives thereof, or 
other word or words of similar im- 
|port or meaning, to describe or 
| designate soaps containing olive oil 
combined with other oil or oils, only 
lon the condition that respondents 
shall clearly, conspicuously and 
truthfully designate that such soaps 


eel 


are not made wholly of olive oj}. 
and providing also that olive oj) 
must be present in such soaps in an 
amount sufficient substantially to 
effect its detergent or other qualj- 
ties.” 


Based on Section 5 


The FTC issued a cease and de- 
|sist order against Wrisley and others 
in April, 1939, under Section 5 of 
|the act creating it and defining its 
duties in part as follows: “The Com- 
mission is hereby empowered and 
directed to prevent persons, part- 
nerships or corporations . . . from 
using unfair methods of competition 
in commerce and unfair or dece)- 
tive acts or practices in commerce.” 

These powers were broadened by 
the Wheeler-Lea amendments so 


FORTUNE than in any other general business magazine. 


So the advertising record for the first half of 1940 shows: 


ADVERTISING REVENUE 
among general business 
magazines first half 1940 


* As in the first half of 1939, again in 1940 advertisers spent more cold cash in 


In fact they spent $75,028 more in FORTUNE than the next magazine. 


And FORTUNE’s advertising revenue in the second quarter of this year topped that 
of the first quarter by 24.93%. 


—that FORTUNE leads all general business magazines. 


—that advertisers are using FORTUNE more and more every month. 


2nd Quarter 


$461,085 
391,219 
205,861 
69.804 


Ist Quarter 
FORTUNE $369,075 
Business Week 363,933 
Nation’s Business 220,499 
Forbes 55.879 
Number 
of Issues 
FORTUNE 6 
Business Week 26 
Nation’s Business 6 
Forbes 12 


Source: Publishers Information Bureau 


E BUILDING, 


ROCKEFELLER CENTER, 


6-Month 
Advertising Total 
$830,160 
755,152 
186,300 
125.683 


NEW 


% \ncrease 


24.93% 

7.50% 
20.57% 
24.92% 


Average Expenditure 


Per Issue 


$138,360.00 
29,044.31 
81,060.00 
1L0.473.58 


FORTUNE MEANS BUSINESS | 


TIME & LIF 


YORK CITY 


that damage to competition need 
not be proved. 

Advertising authorities agree that 
few trademarks can be viewed as 
innocuous when interpreted liter- 
ally. Since their chief purpose is to 
identify the origin of the product, 
however, advertising men believe 
that applying this yardstick to a 
trademark is an unfair test. 

In the case of Olivilo, which was 
registered under the 1905 act, un- 
der which descriptive terms could 
not secure registration, rather than 
under the somewhat broader act of 
1920, the peculiar situation arises of 
the United States Patent Office tak- 
ing the position that it is not a de- 
scriptive mark, while the Federal] 
Trade Commission and the Circuit 
| Court of Appeals for the Seventh 
| District espouse the opposite view- 
| point. 


‘New Tabloid Newspaper 
Bows on Long Island 


The first issue of Newsday, new © 
Long Island tabloid newspaper, ap- | 
peared on the stands Sept. 3. Re- | 
sembling the New York News in 
appearance, the paper will be pub- 
lished every day except Saturday 
and Sunday. Newsday, the name | 
selected as the result of a contest, 7 
sells for three cents and carries ad- | 
vertising. 
| Alicia Patterson, wife of Harry 
F. Guggenheim and daughter of 
| Joseph Medill Patterson, publisher 
_of the New York News, is editor and 
| publisher, and Charles L. Nicholson 
| is advertising manager. Offices are 
| in Hempstead. 

Westmore Plans Drive 

The House of Westmore, Inc., is 

| planning a series of advertising and 


ah 


promotional campaigns this fall 
throughout the Eastern territory 
Emphasis will be placed on_ the 


foundation cream and face powder, 
but the entire 25 and 50 cent lines 
will be promoted. Newspapers prin- 
cipally will be used in important 
local markets. J. M. Mathes, Inc. is 
the agency. 


Selle t 


with 


THE HOTEL MONTHLY 


Vember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


™ 


PHOTO-ENGRAVERS 
IN CHICAGO 
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TOGRAPHIC REVIEW 
OF THE WEEK 


- AGENCY MAN TESTS CLIENT'S PRODUCT THAT GIRAFFE AGAIN 


7 


"THIRST KNOWS NO SEASON | 


New display piece for Hiram Walker 
Lou W. Kreicker, head of Advertising Producers Associated, Chicago, tests gin, produced by Ketterlinus, in which a 


"Util-A-Tool” to pull out a stump at his home in Edgebrook, Ill. This record glass, giraffe and a tempting drink form 
of unusual agency activity was made by Stan Smith, Chicago representative of the units for an effective photographic 
Purchasing Magazine. study. 


This spectacular tells all about tomorrow's weather by means of an illuminated 
“weather bird’ with a changeable costume which graphically portrays rain, 
clouds, warm, cool and fair weather. The sign, atop a building in Bakersfield, 
Cal., is controlled by a private telephone line and an ordinary dial phone. 
Phone courtesy Sherwin-Williams Company. 
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FEATURING FAMILY OF PEPPERELL FABRICS 


Jarry 
r of B 
lisher 
r and 
olson 
»s are 


ne., is 
g and 
; fall 
ritory 
nthe 
ywder, 
t lines 
3 prin- 
yortant 
Inc. is 


HUY 


ICAGO AGENCY OFFICIALS TAKE A FLYING TRIP 
- AiR ©” > 


to Winner 


Ot end George 


General Electric Company has erected this 13 x 24 foot signboard at the entrance to the motor-generator shop at its 
Schenectady plant, so that guides may explain the significance of the sights to come. The din of the shop makes com- 
munication impossible, and heretofore visitors have left with only a vague idea of the workings of the plant. 


pEDDERELL 


— 
—— 


FABRICS 


PEPPE RELL — A weat name on great fubrics since 1844 


The fall campaign of Pepperell Mfg. Company, running in Ladies’ Home Journal, 

Life and McCall's, swings away from the company's traditional strategy of 

featuring a single product, and instead stresses the scope of the line. H. B. 
Humphrey Company, Boston, is the agency. 


COLORED FOOTBALLS DO THE TRICK 


VERS 

? "his group of New York agency executives flew to Schenectady Aug. 24, visited the new plant of WTYR, Troy, and took in 
Me roces at Saratoga. In the usual order: Richard Howland, J. Walter Thompson; Burton N. Adams, McCann-Erickson:; 
ptorge Trimble, Marschalk & Pratt, N. Fletcher Turner, J. M. Mathes; Frank Coulter, Young & Rubicam; Chester Slaybaugh, An eight-color window display, consisting of a 36x! I-inch streamer, plus eight 
"800: Elizabeth Black, Joseph Katz Company; Mrs. Blayne Butcher; F. C. Brokaw, Paul H. Raymer Company; Blayne individual footballs spelling out Sylvania, is now being distributed to dealers by 


Butcher, Lennen & Mitchell; P. L. Romaine, Paul H. Raymer; and William T. Tieman, Atherton & Currier. Hygrade Sylvania Corporation. Einson-Freeman Company did the lithography. 
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DRUG TOPICS 
+) 
ADVERTISING 


HE September 9th issue of Drvc Tors, — will exceed 64 pages, overall. To maintain 
the national newspaper for retail drug- this guarantee, Drea Torts was. forced, re- 
gists, carries more pages of advertising than — gretfully, to refuse several advertisements 


any other issue in o istory. Manufacturers — : 
any other issue in our history. Manufacturers géfered to us for insertion in the September 


of the drug trade have invested more dollars 
, — 9th issue. 

in this issue than in any other issue of Drvc 

Tories ever published. To those whose advertisements had to be re- 
Big as it is, it could have been bigger. The scheduled... our sincerest apologies. To those 
Dave Torics’ guarantee, which protects all who have helped us maintain advertising 
advertisers from severe advertising competi- leadership uninterruptedly year after year 


tion, provides that no issue of Dree Torms our equally sincere thanks. 


DRUG TOPICS 


330 WEST 12nd STREET - NEW YORK CITY 
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